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HOW BUSINESS MANAGEMENT 
TRAINING HAS BECOME ONE 
OF THE BRIGHTEST STARS 

ON BROADWAY 


DUAL-OBJECTIVE DENTIST 
MAILING PULLS OVER £~ 
21% RETURN 


AMPEX SHOWMANSHIP 
LAUNCHES NEW TAPE 
PRODUCT-SYSTEM 
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Two individual magazine subscription tests: 
Coronet and Parents’ . . . Simple letters 


overcome furniture sales resistance .. . 
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PONTON'S ‘SELECTRONICS' ¥ 


Selected Mailing List. ous to. minute 


This is why PONTON, as a leader in. Mailing 
* installed the Electronic Method ... to save you time 
..money...and, guarantee you an efficient way to | 
informed of business changes... rating changes 
relocations of businesses... and new ventures in bus- 
iness which occur daily. : 


PONTON has over 12,000 alphabetically lists 
at your disposal .. . trades .. . professions . . . vocations 


- home owners...income levels...and many other 
numerous to mention, 


in their cata 


PONTON “SELECTRONICS” is electronic | 
in the vert mail Hold, created | to serve | 


THE PONTON LIST IS THE ELECTRONIC LIST... AUTHORI- P 
TATIVE... ACCURATE... CODED TO ELIMINATE HUMAN — 


WwW. s. PONTON, INC. 
Sales Office and Production Plant 
44 HONECK STREET 

ENGLEWOOD, N. J. 


ee DIRECT MAIL COMES OF AGE WITH ELECTRONICS 

magic of electronics is the only answer to keeping 
abreast of the 30% change in business which takes 

bible of DIRECT MAIL SELLING! 
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"You know something, George? If | were an advertising man 
I'd send for that chart in a hurry!” 


“If I were getting up a piece of direct mail advertising, I'd start with the envelope. Ud 
select a style for my cover, or out-going envelope: something I could mail First or 
Third Class — but maybe something a little out of the ordinary. You know, 
George, there are a lot of good ideas in envelopes, and this chart shows 70 styles! 

“Then I'd want to know the standard sizes I could get ina hurry. There are 281 
sizes listed on this chart — quite a selection! 

‘After that, I’d call up my printer and get some samples. Some of the lines are 
available in several different kinds and weights of paper, and in a wide range of 
colors, too. 

“So you see, George, this one chart would start me off with a lot of good ideas for a 
whole campaign, with cover and return envelopes that get action — and all available.” 


For a free copy of the chart and other helpful information, write 
Advertising and Sales Promotion Department. We'll send it in a hurry. 


U.S.E. protects you ; with a liberal quality guarantee 


UNITED STATES ENVELOPE 


Ft 15 Divisions from Coast to Coast 


SOLVE PROBLEMS BUSINESS SYSTEMS AND 
- Lopes THAT HE PACKAGING 
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alkyto a man about 
himself, he will 
listen@for hours,” 
Benjamin’ Disraeli 


Let's talk about YOU! 


Wouldn't you like someone 
who is well qualified to 
help you with your direct 
mail? Especially if he asks 
for no retainer, no commit- 
ment, just a chance to 
study your needs and try 
to come up with the right 
answers? 


Wouldn't you like to use a 
direct mail Letter that is so 
productive that it gives you 
an extra margin of safety 
on each mailing? Especial- 
ly when it costs you not a 
penny more? 


Wouldn't you like to have 
a really professional crea- 
tive staff, writers as well as 
artists, at your beck and 
call, to help translate your 
ideas into sales-compelling, 
hard hitting, successful 
direct mail? Especially 
when their services cost 
you nothing? 


We have been talking about 
YOU, but we've been talk- 
ing about Reply-O-Letter, 
too, and a wonderful team 
of creative people you 
should meet. 


Soon? 


reply-o-letter 
does 
better... 


the reply card is 
Built-In, and the 
buyer's name is 
pre-signed. Ask 

any user! 


24» YEAR OF SERVICE TO 
ORGANIZATIONS IN EVERY FIELD 
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FEATURES 


How Bustness MANAGEMENT Tratninc Has Become ONE OF THE 
Bricutest Stars ON Broapway—by Dudley Lufkin 


Locomotive Postcarp Series Putts ReQuests 
HaLtrway THroucu CAMPAIGN 


to Dentists PuLLS WELL Over 
AVERAGE RETURN 


FRIENDLY PROMOTION FROM THE “TRUE West” SELLS Mart OrpeR 
Space Apvertisinc—by Angel Leshikar 


A Report on Two MAGAZINE SupscripTION TESTs .. . 
AND PARENTS’ 


Ampex Tare Campaicn Creates Rear Hicuw Fasnion INTEREST AT 
ENGINEER'S CONVENTION 


Simpce Lerrer CAMPAIGN OverRcoMES FuRNITURE BUYERS’ 
Sates Resistance—by Tevie Jacobs... 


Anotuer Low-Cost NewsLetter Gains Many New CLIeNTS FOR 
Pusiiciry AGENCY 


The Reporter of Direct Mail Advertising is published monthly at 229 West 28th Street, New York 1, 

N. Y. Subscription price is $6.00 a yeor. Second Class Mailing Privileges authorized at Gorden 

City, N. Y. ond additional entry at New York, N. Y. Copyright 1958 by The Reporter of Direct 

Mail Advertising, Inc. The Reporter is independently owned ond operated. in addition to thousonds 

of reguler subscribers, all Members of the Direct Mail Advertising Association receive The Reporter 
on Association service. Part of their annual dues poys for a subscription. 
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224 Seventh Street 
Garden City, L. 1., N. Y. 
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Henry Hoke, Jr. 
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Dudley Lufkin 
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H. L. Mitchell & Associates 
3087 Saturn Avenue 
Huntington Park, Calif. 
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DF PRINTED PROMOTION 


Auto-typist hits letter typing 
right on the button 


Push-button automatic typing is bringing automation to the handling 
of office correspondence. Now typists push buttons instead of keys, 
and Auto-typist machines take over and do the typing. They do it in 
marvelous fashion, too—turning out letters at 24 times the speed 
of the fastest typist —neat, erasure-free, error-free letters that are as 
personal as your signature. 

Well over half of general office correspondence is routine—or can 
be standardized. Sales letters, order acknowledgements, answers to 
inquiries, and collection letters are only a part of the correspondence 
that can be handled faster, easier, and more economically by Auto- 
typist. One typist can turn out 100-125 letters each day with an Auto- 
typist—3 to 4 times normal manual typing output. 

How Auto-typist works—Precomposed letters and paragraphs are 
perforated on a wide paper roll. This perforated roll operates the 
typewriter keys. As much as 250 lines of copy can be stored on one 
roll. Twenty to thirty complete letters can be prepared, or a series 
of paragraphs which can be combined to make up dozens of letters. 

Salutations are manually typed. Then, by pushing the button or 
buttons that correspond to the letter or paragraphs desired, Auto- 
typist automatically picks out the letter wanted, or assembles the 
paragraphs in the order desired, and types each word as if it had 
been done by hand. Manual insertions of personal or variable data 
can be made in any part of the letter. 

Present users include banks, manufacturers, insurance companies, 
hotels, publishers, retailers, fund raisers. Applications range from 
general correspondence typing to specialized uses such as new ac- 
count promotional letters. The complete story is yours for the asking. 
Just write us on your letterhead. 


AMERICAN AUTOMATIC TYPEWRITER CO., 2323 N. PULASKI RD., CHICAGO 339, ILL. 
MANUFACTURERS OF AUTO-TYPIST, COPY-TYPIST AND CABLE-TYPIST 
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do it right! 


if it’s worth doing 
Let the members of MASA 
put their professional direct 
mail “know-how” to work 
bettering your DIRECT 

MAIL! 


Write today for 
a FREE roster of 1,000 members 
of MASA — the professional cre- 
ators and producers of BETTER 
direct mail — to: 


mail advertising 


service association 
INTERNATIONAL 


18120 James Couzens Highway 
Detroit 35, Michigan 


PUNCHED CARD 
ECONOMY 
VERSATILITY 


ADDRESS DIRECTLY 
from PUNCHED CARDS 
to a Wide Range of Material 


Scriptomatic addresses from easily 
prepared CARD masters (IBM, 
Remington-Rand, Samas or ledger 
or index cards) directly to Tape, 
Envelopes, Wrappers or Book- 
lets on one machine. Models 
for every addressing or data 
writing problem. 
Write for File, 
“Scriptomatic Methods”’ 


SCRIPTOMATIC, Inc. 
300 North 11th Street, Phila. 7, Pa. 


HORT 
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We welcome your direct mail ideas and news items for this department. 
Send all material to Short Notes Department, The Reporter of 


Direct Mail Advertising, 224 - 7th St., 


[) A.M.A. AND DIRECT MAIL: It’s 
appropriate to lead off this month’s fea- 
ture articles with the American Manage- 
ment Assn. direct mail story (on page 
22). We've watched A.M.A. Conference, 
Seminar and Workshop attendance pro- 
motion for a long while . . . and have 
been interested in its outstanding quality 
just as long. But in addition to doing a 
bang-up audience-building job, A.M.A. is 
also taking a more active interest in 
direct mail as part of their popular Mar- 
keting Seminar program . . . a series of 
39 subject meetings beginning this month 
and running through June. On April 
23-25 in New York, the subject will be 
“Improving the Return on Direct Mail.” 
This Marketing Workshop Seminar will 
cover a lot of ground . . . from working 
direct mail into overall marketing strategy 
to a discussion of new trends in the me- 
dium. We hope you'll plan to attend. As 
you'll see on page 22, direct mail is 
playing an important role in the big job 
of management education. 


eee 


[) EVER SEE AN ESKIMO COOK- 
BOOK? As part of their latest advertis- 
ing campaign titled “To the confident 
wife . . . ", Good Housekeeping sent ad- 
vertisers and agencies a pocket-size book 
prepared by the children of Shismaref 
Day School and published by the Alaskan 
Crippled Children’s Assn. The cookbook 
listed such tasty morsels as seal flippers, 
whale stew, baked walrus, caribou soup, 
bear feet and fried shee fish. Point of 
GH's promotion use of the offbeat book 
was this message on a cover wrap-around: 
“We can't recommend these Alaskan spe- 
cialties because we haven't checked them 
(our supply of seal blubber is low). But 
every other recipe we publish, whether 
editorial or advertising, is checked in our 
kitchens before it appears in our pages. 
eee 


[ “SELLING PAPERS,” a sales infor- 
mation and idea program for paper mer- 
chants and their salesmen, has been 
launched by Davidson Publishing Co., 
Duluth, Minn. Designed to increase the 


Garden City, N. Y. 


effectiveness of sales managers and sales- 
men in the paper industry, it includes 
monthly mailings to sales managers (how 
to handle sales staffs) and periodic mail- 
ings to individual salesmen (product-mar- 
ket information). Program is being backed 
by 19-member advisory committee from 
the Paper & Twine Assn. 


(—) ANOTHER NEW MACHINE for in- 
tegrated data processing has been intro- 
duced by Friden, Inc., San Leandro, Calif. 
Called Selectadata, it allows punched tape 
to complete automatic selection without 
need for punched cards. Tape skips 
through until preselected address code is 


read. Seven selection keys offer choice of 
up to 127 different address codes. Can 
also be used as a tabulator with the firm's 
Flexowriter and Solenoid-Operated Add- 
ing Machine. For more complete in- 
formation on direct mail applications, 
write to Friden at the above address. 


[] NOMINATIONS ARE OPEN for the 
1958 Miles Kimball Award, highest honor 
in direct mail, sponsored by Mail Adver- 
tising Service Assn. International. Orig- 
inators of new methods or machinery; 
users, authors, teachers, creators and pro- 
ducers of outstanding achievement are 
eligible for the award. This year’s judging 
committee includes D. W. Hacker, Letter- 
craft (chairman); James Proud, A.F.A.; 
Eldridge Peterson, Printers’ Ink; Dick 
Hodgson, Advertising Publications; Roy 
Rylander, The Rylander Co.; John Yeck, 
Yeck & Yeck; Lewis Fink, Lewis Adver- 
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LEADING 


NEKOOSA’s NEW 
CHLORIAE 


brightest colors 


Nekoosa Papers now have the whitest 
white ... and the brightest colors. The 
built-in quality that has made Nekoosa a 
leader in the industry continues to 
assure top press performance and 
customer-pleasing appearance. 


mesg Ledger * Nekoosa Duplicator « Nekoosa Mimeo ¢ Manifold « Nekoosa Offset 
ie gx @ Nekoosa Master-Lucent « ARDOR R Bond and componion ARDOR Papers 


NEKOOSA- EDWARD ? COMPANY PORT EDWARDS, WISCONSIN 
MILLS AT NEKOOSA AND PO AO IMSIN, AND POTSDAM, NEW YORK 


4 
papers 
£.¢¢ 
yPAPERS 


tising Co. and Edward N. Mayer, Jr., 
Communications Counselors. Nomina- 
tions should be sent to D. W. Hacker, 
13001 Puritan Ave., Detroit 27, Mich. 
Include name and title of person making 
nomination, as well as name and detailed 
qualifications of nominee. 


PPP 


© “HOW TO WIN AWARDS AND 
INFLUENCE AUDIENCES” is the title 
on a smart-looking self-promotion book- 
let from Graphics Institute, 247 W. 46th 
St.. New York, N. Y._ Illustrates a 
sampling of work the firm has created 
(annual reports, presentations, booklets, 


etc.) . . . and mentions major awards it 
has received. Copy gives a good descrip- 
tion of how the visual creation agency 
works with clients, etc. Each sample pre- 
sented is given capsule case history treat- 
ment . . . background, sales problem, etc. 
Interesting presentation. 


“THE STORY OF DYNEL?” is an ex- 
cellent public relations booklet just pub- 
lished by the Textile Fibers Dept. of 
Union Carbide Chemicals Co., 30 E. 42nd 
St.. New York 17, N. Y. Dramatically 
illustrated, the 16-page story tells how the 
fiber is made and how it’s used in home 


More of these TYPEWRITERS are sold... 


— because of the “invitation-to-sell” sparked by our “built-in”, 


pre-addressed reply card. The prospect just drops it in the mail, and the 


information he requests will then serve as the “door-opener”’ 


for the salesman who brings it. 


Whether your product is a Table . . . or a Trumpet 


or a Transmitter... 


Sales Letters can help you sell it faster, at a lower sales cost, 


by reaching the hidden buying influences . 


pre-selling prospects 


and getting interested “leads” for your salesmen. 


How much? Our own efficient all-under-on-roof copy, art and 


production facilities cost you not a penny more than you now pay for 


an ordinary, less effective mailing. 


To see how our “built-in” reply card (or envelope) will fit into your 


sales picture, write us on your letterhead. There’s no obligation. 


SALES LETTERS, INCORPORATED 


155 West 23rd Street 


New York 11, N.Y. * 


Tel. WA 9-2680-1 


SALES OFFICES: Newark, Philadelphia, Chicago 


furnishings and industrial fabrics. A spe- 
cial inside cover chart shows performance 
features of Dynel and tells how to take 
care of it. The booklet is being mailed 
to home economics teachers, textile in- 
structors, etc. 

eee 
[) FOOTNOTE TO POLE STAR: On 
page 33 of last month’s Reporter we 
showed a direct mail contest for engi- 
neers. .. . “Count the Pole Stars,” created 
by Pennsylvania Transformer Division of 
McGraw Edison Co., Canonsburg, Pa. 
Object was for engineers to count num- 
ber of PT Pole Star installations on a 
large map of the U.S.A. Advertising man- 
ager Irving Isaacs recently sent this photo 


. . Showing the length to which one engi- 
neer on the list went to count the Stars. 
He mounted the map on a metal plate, 
then used a metal punch pointer and an 
electric counting device. He’s shown here 
. .. getting the correct total “electrically.” 
Irving Isaacs didn’t say whether or not 
this ingenious fellow won . . . but he did 
tell us the overall returns of the contest 
were better than 35%. 


[) SWITZER BROTHERS, INC. have a 
new fluorescent Color Guide which sim- 
plifies choice and specification of Day-Glo 
colors for any job. Designed and pro- 
duced by McCann-Erickson in Cleveland, 
the unique guide also enables an adver- 
tiser to indicate (by simple check mark) 
whether screen should be sunbonded or 
indoor Day-Glo. The enclosed pad of 
10 perforated process color chips offers 
a wide selection of brilliant fluorescents. 
You can get a copy of the guide by writ- 
ing to Switzer’s Ronald Elliott at 4732 
St. Clair Ave., Cleveland 3, Ohio 


[) SPIEGEL’S OF CHICAGO is using 
magazine subscription letter techniques to 
promote their Budget Power Plan . . . and 
get qualified distribution for their mail 
order catalog. A smart-looking four-page 
letter mailed to selected consumer lists 
was accompanied by a Membership Ap- 
plication return card .. . and a Spiegel 
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catalog stamp “to validate your member- 
ship application.” The combined credit- 
catalog offering should get good results. 
Good mail order marketing. 


JJ) 
() AT THE SAME TIME, Montgomery 
Ward, Chicago, has mailed several million 
of their Mid-Winter catalogs . . . offering 
the “greatest selection of bargain values 
in Ward's post-war history.” The 268- 
page book contains an average price cut 
of 15% on 4,000 items . . . with savings 
on many items running up to 40%. Mail- 
ing the 24 carloads of cut-rate catalogs 
was scheduled to reach consumers just 
after Christmas. 


(1) SPEAKING OF MAGAZINE SUB- 
SCRIPTION TECHNIQUES .. . have 
you seen Les Suhler’s latest for Look 
magazine? Mailed flat in 8%” x11” 
manila envelope . . . covered with sim- 
ulated hand stamps and an “Important 
Notice” about Look subscription rates 
going up. Inside was a letter on special 
price offer before Look’s price goes up. 
Also included a block of 56 Look Savings 
Stamps, an impressive large Discount Cer- 
tificate and an illustrated, king-size Air 
Mail return envelope (featuring bleed 
photo of an airplane on back). Subscrip- 
tion manager Suhler has created some fine 
Look(ing) offers over the years; but this 
dramatic package is a stand-out . . . de- 
mands “urgent action.” 


[ QUANTITY PHOTOGRAPH USERS 
should be interested in a new low-cost re- 
print process called Multiprint. Multi- 
prints are described by their producer 
(Multiprint Co., 660 N. Lake Shore Dr., 
Chicago 11, Ill.) as “the next best thing 


to actual photos.” Made from original 
photos, Multiprints are durable, fade- 
proof and inexpensive (from Ic to 24%c 
each, depending on quantity). You can 
get a sample kit by writing to the com- 
pany at the above address. 


SPEAKING OF PHOTOGRAPHS ... 
Exakta Camera Co. is publishing a new 
series of Exakta magazines for Exakta 
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you heard... ? 

An untapped market 
for mail-order advertising 
is now open! 


* ALL ADVERTISING appear- 
ing in “The Merchandise Mart” 
section of The KIWANIS Maga- 
zine will be in select company 
since space will be available 
only to reputable mail-order 
merchandise on a money-bac 
guarantee basis. The KIWANIS 
Magazine reserves the right to 
reject mail-order advertising 
regarded as unsuitable for the 
publication. 


A new section 


THE MERCHANDISE MART 


will be introduced in the March issue of 
The KIWANIS Magazine and will appear 
regularly thereafter. It will be devoted 
exclusively to mail-order advertising of 
quality* merchandise. Published 

for a quarter-million community 
leaders and their families in the 

United States, Canada, Alaska and 
Hawaii, The KIWANIS Magazine 
enjoys a high level of readership among 
both men and women. In addition to 
the reader loyalty based on Kiwanis 
interests, The KIWANIS Magazine 
reaches the entire family because of: 

> editorial timeliness and merit 

> high standards of manufacturing quality 

> editorial and visual variety 


YOUR SALES MESSAGE in “The 
Merchandise Mart” section of The 
KIWANIS Magazine will be reaching 
exceptionally high income level families, 
concentrated mainly in smaller 
communities — this provides an ideal 
climate for mail-order advertising. 
Here are the facts: 
> 63% have incomes over $10,000 a year 
> More than 38% have incomes over 
$15,000 a year 

> 87% own their own homes 

> 49% are multiple car owners 

> More than 72% live in communities under 
50,000 population 

> More than 60% live in communities under 
25,000 population 


COST PER THOUSAND readers is as low as 
82 cents (based on a minimunm space 
of 2 inches by 1 column). 


RATES are based on minimum space of 2 
inches on 1 column. A minimum depth 
of two inches is required for all 
two-column ads. 
cost per inch 
additional space per agate line 


CIRCULATIVE DISCOUNTS will be 
credited on last insertion of contract 
scheduled in advance. 

3 consecutive insertions 
6 consecutive insertions 
12 consecutive insertions 


CLOSING DATE is the 25th of the second 
month preceding date of issue. 


520 North Michigan Avenue 
Chicago 11, Illinois 


Member, Audit Bureau of Circulations 
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and Exa camera owners. Owners of reg- 
istered cameras will receive it regularly 
throughout the year. The exclusive pub- 
lication for customers contains feature 
articles by leading photographers, as well 
as numerous camera tips. And, all Exakta 
camera owners are invited to submit ar- 
ticles and photos for consideration of 
acceptance . . . at regular editorial rates. 
This publication is an excellent example 
of how to keep up customer interest after 
the initial sale. You can get a sample 
copy by writing Exakta at 705 Bronx 


River Rd., Bronxville 8, N. Y. 


KELLER-CRESCENT CO., 16-26 S.E. 
Riverside Dr., Evansville, Ind. is a 
“proud pappa.” They announced it with 
a cigar tipped onto a letter which said: 
“The Coronet Kiddie Calendar is entirely 
our baby now! . . . We've been producing 
Coronet Kiddie Calendars for 11 years, 
but this is the first edition created entirely 
under the direction of Counselors’ Corp., 
the new K-C subsidiary.” The imprinted 


Loess up YOUP DIRECT MAIL 
RG PAPERS 


With 


- resreo 8” 
us pat OFF 


SORG’s BLOTTINGS—Give your product and sales message 
the eye-appealing background of high-quality Sorg Blot- 
ting. From the magnificent range of finishes, colors, and 
1 weights, you are sure to find the right blotting for a beauti- 
ful first—and lasting—impression. 


SORG’s BRILLIANT VELLUM—Hlere is a brand new ad- 
dition to Sorg Stock Line Papers—a sparkling, snow-white 
paper that produces amazingly beautiful results by four- 
color process, and prints black-and-white halftones with a 
breathtaking liveliness. Available in text and cover sizes 
and weights, and in six distinctive finishes. 


RG’s PLATE FINISH—Perfect for any mailing piece that 
demands an attractive, colorful, smooth-surface paper 
with cylinder-made toughness. Plate Finish is available in 
cover, tag, and bristol sizes and weights . . . in 12 beautiful 
colors and a dazzling white. 


SORG’s LEATHER EMBOSSED COVER—A “twin” to Plate 
Finish in base paper and range of colors, Leather Embossed 
presents an exciting contrast with its handsome leather 
grain finish that commands attention for your sales mes- 
sage. Available in two weights in three popular cover sizes. 


SORG’s GRANITEX—An economical, versatile stock that 


; gives excellent printing results by offset, letterpress, multi- 
graph, mimeograph, or spirit duplicator. Available in a 


beautiful white and in five “silk-thread textured” colors. 


Meonvtecturers ond Converters of Stock (ime ond Specialty Papers 
STOCK LIMES 


wrart souex CREAM SOREX « LEATHER EMBOSSED COVER « PLATE FINISH EQUATOR INDEX BRISTOL 
— TENSALEX MIDDLETOWN POST CARD « 410 TRANSLUCENT 


UTE DOCUMENT « GRAMTEX « SORG'S BOTTING 
BOSTON, ST LOUIS, LOS ANGELES 


cigar (“It's our baby now”), sample cal- 
endar and letter made an impressive an- 
nouncement to advertising specialty men. 


1. A NEW AUTOMATIC LETTER 
OPENER handles between 400 and 500 
envelopes per minute . . . according to 
Martin Yale, Inc., the manufacturer. 
Called the Auto-Opener, it has a compact 
bin which stacks open envelopes and sep- 
arates scrap. Overall size is only 9” x 12”, 
but will handle any envelope regardless of 
weight or thickness. Price is $99.95, plus 
tax. You can get descriptive literature 
from MY at 2100 W. Fulton St., Chicago 


12, Hl. 


[) SPEAKING OF PRICES, Personal- 
ized Letters, Inc., out in Arkansas, offers 
a special personalized letter mailing pack- 
age for as low as 7c in quantities. PLI 
says this price includes printing letterhead 
in one color (25% rag bond), full person- 
alization of salutation, typewriter impres- 
sion on salutation and body copy, with 
signature added in blue ink. Also includes 
folding, inserting, sealing and applying 
postage. You can get details on minimum 
quantity requirements and other services 
by writing to them at 404 E. Capitol Ave., 
Little Rock, Ark. 


eee 
-) “FEED-BACK” is the name of a new 


return-device format . . . produced by 
Latham Process Corp., 200 Hudson St., 
New York 13, N. Y. The letter-return 
card combination comes in four variations 
(single window address, double window 
showing copy on return card, etc.). 
Samples and quantity prices are available 
from Latham at the above address. 


eee 

[) BANKS HAVE USED all kinds of 
premium offers to get new accounts. But 
a first-of-the-year mailing from The Wil- 
liamsburgh Savings Bank, 1 Hanson PI., 
Brooklyn, N. Y., offered prospects their 
choice of five different gifts: A GE elec- 
tric clock. Revere tea kettle, Kodak cam- 
era, Rogers silverplate set or Robinson 
chef set. Williamsburgh’s folder offered 
the $7.00 retail-value gifts free to anyone 
opening an account of $10 or more. 


FACTORY MAGAZINE, published 
by McGraw-Hill, has produced one of 
the best editorial promotions to hit the 
industrial field in years. Plenty has been 
done to merchandise business publica- 
tion advertising . . . but Factory gave its 
recent feature on “Cost Reduction” a real 
selling showcase. A reprint of the 44-page 
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article was contained in a handsome port- 
folio . . . presenting facts on how the 
feature was researched, written; and what 
countless readers have said about it. The 
editorial merchandising portfolio is titled 
“An Editorial Audit . . . Editorial Eval- 
uation by Readers.” Promotion manager 
Charles Walsh says there will be more to 
follow because they are convinced “the 
best measure of a businesspaper’s value 
is the job it is doing for its readers.” 


—) ANNUAL REPORTS ON DISPLAY: 
Stanford Paper Company, 3001 V St., 
N.E., Washington, D. C., has opened its 
Fourth Exhibit of recent Annual Reports. 
The display in Stanford's offices includes 
more than 100 top-notch specimens .. . 
showing how business organization scope, 
activities, markets, product developments, 
new services, etc., are best reported. If 
you're in Washington, drop in and take 
a look. The exhibit is open from 9 a.m. 
to 4:30 p.m. daily. 
eee 


[) MORE THAN 45,000 NEW EXECU- 
TIVES swelled the ranks of Illinois indus- 


try . . . according to the 1958 edition of 
the Illinois Manufacturer’s Directory. The 
46th annual issue lists a total of around 


merely a budget. 


Long ago we discovered that only the best 
craftsmen and the most advanced automatic 
equipment can deliver quality results at the low- 
est cost...on time! But only a large organization 


like ours can afford to do this. 


That’s why we can render the utmost in value 
for every dollar spent. A streamlined organiza- 
tion, experienced in every phase of handling, 
production and delivery guarantees it. And this 
holds true whether it’s a small multigraphing job 
or a complicated operation involving millions of 


pieces. 


Yes, not a red cent is ever wasted! Try us — 


you'll find out! 


INTEGRATED SERVICE 


© OFFSET PRINTING 
* AUTOMATIC AND HAND INSERTING 
* PREMIUM HANDLING AND MAILING 


* CONTEST CREATION AND JUDGING 


not a red cent! 


Here at Bruce, Richards Corporation we consider 
our client's money a precious commodity — not 


* SPECIAL PROMOTION AND SALES KITS 


90,000 key management personnel . 

from board chairmen to purchasing 
agents. 20,000 manufacturing firms in 
Illinois are broken down by products 
produced, number of employees, approxi- 
mate net worth, etc. Price of the 1,800 
page directory is $25. Write: Manufac- 
turers’ News, Inc., 20 E. Huron St., Chi- 


cago, Ill. 
JJ) 

— NOW’S THE TIME to start thinking 
about Spring promotion ideas. Here’s one 
worth considering: W. Atlee Burpee Co., 
which has done a big job selling garden 
seeds for promotion give-aways, now has 
an attractive format to go with their seed 
packets. It’s a giant-size match book type 
folder with seed packet inside. Folder 
provides plenty of cover and inside space 
for promotion message. Burpee handles 
complete production, with many flower 
varieties available. You can get samples 
and prices by writing to J. P. Beattie at 
Hunting Park Ave. & 18th St., Philadel- 
phia 32, Pa. 


eee 


[) PUTMAN AWARDS “BRIEFS” (part 
1) is being distributed by Putman Pub- 


lishing Co. The booklet contains “briefs” 


of the annual contest. The Poor Richard 
Club of Philadelphia directed the 


CALL OR WRITE 


1957 


presentation. Parts 2, 3 and 4 of “Briefs” 
will be published during 1958 . . . contain- 
ing fast reading reports on the industrial 
advertising entries. You can get copies of 
the descriptive awards booklets by writing 
to the Putman Awards Library, 111 E. 
Delaware Chicago 11, Ill. 


= 

eee 
—) GOOD BUSINESS GIFT: Repass Let- 
ter Service, 29 S. Washington Ave., Chi- 


YOUR NAME HERE... 


cago 3, Ill., came up with a good idea for 
sending Christmas and New Year wishes 


250 FOURTH AVENUE + NEW YORK 3, N.Y. 


ORegon 7- 4600 
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to customers. A holiday letter offered a 

supply of personalized book plate labels 

in choice of two designs and colors. The 

imprinted book plates (like this one) make 

a good reminder of Repass thoughtfulness 
. the year ‘round. 


eee 


[) SHORT REPORT ON N.Y.C. SUB- 
WAY STRIKE: One of our well informed 
Manhattan correspondents reports a big 
New York store was literally “saved” by 
mail order during the city’s recent sub- 
way shutdown. While the store wishes to 
remain anonymous, it’s a_ fashionable 
seller of quality merchandise whose win- 
dows are well known to every sport in 
town. And... has a mail order catalog 
operation producing steady volume. With 
no suburban outlets, the store’s m.o. cata- 
log was their backbone of business during 
the strike. Other stores probably had 
similar experiences. Reminds us of how 
direct mail has come to retailers’ rescue 
during metropolitan newspaper strikes. 


eee 


—-) THERE SEEMS TO BE A RASH of 
evidently “planted” squibs by columnists 
urging readers to return “junk” or un- 
wanted third class mail by stamping en- 
velopes or stuffing and returning business 
reply envelopes. We reported one bad 
case in November 1957 Reporter. Several 
correspondents suggested that the writer 
for The Rocky Mountain Herald could 
get in trouble with the postal inspectors 
for encouraging wholesale violation of 
the postal regulations. But the worst case 
sent to us this month appeared in a recent 
society column of The Evening Star in 
Washington, D. C. Society columnist, 
: A Cupples PERSONALIZED envelope Betty Beale drooled about the cute stunt 
is just your type. We offer you 60 a dreamed up by a couple named Barbara 
of experience. Let us assist you in in- and Ed Russell as a unique gift for their 
creasing your direct-mail advertising friends. To each of these friends, Barbara 
returns. and Ed gave a handy rubber stamp and 
an equally handy ink pad. You guessed 

Our art department is at your service it . . « the stamp read! “Postmaster: 
with an unlimited supply of fresh ideas Please return to sender. Unwanted mail. 


. “ph Wastes taxpayers’ time and money.” 
for your direct-mailings, free of charge. ) 
y ° Betty Beale drooled about the cute stunt 


Summerfield should decorate the Russells 

1898 60th ANNIVERSARY e 1958 with the highest order of U. S. Postage 
... rank of Stamp Commander. We think 

Dunce Caps would be more appropriate. 

But here’s another cute idea for the Rus- 

sells next year: Send a pair of scissors to 

your friends next year so they can cut out 

and destroy all the unwanted advertise- 

ments in newspapers before they read 

upples the news. m 

envelope co., inc. © GLAD TO SEE that my old friend 
Adrian Phillips, executive V.P. of Hotel 

Sales Management Assn., has joined the 


360 Furman Street Brooklyn 1, New York TR 5-6285, 6,7,8,9 crusade against mail racketeers. Seems 


like the hotel field is deluged with appeals 
OTHER OFFICES: BOSTON WASHINGTON PHILADELPHIA 
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among direct mail products... 


EN-BAK DIFFERENT! 


*“SEN-BAK is a patent applied for product of General Office Service Inc. * 


THE PRODUCT 


The SEN-BAK unit consists of a window car- 

rier envelope, a die-cut window letterhead, 

and a business reply card, reply envelope, or 

special order form bearing the name and 

address of the prospect. The reply piece is 

fabricated to the letterhead—thus the one 

addressing shows through both windows—functioning as personalization for 
all three elements—the envelope, letter and the reply. This feature guar- 
antees permanent positioning and easy tear-off. When assembled, Sen-Bak’s 
personalized elements tied in with headline copy, make it an extremely effec- 
tive direct mail piece. 


PRODUCED 


The SEN-BAK mailing unit is produced with specialized high speed equipment 
for economy and precision handling. The reply piece is mounted without the 
usual costly hand operations. Note: This product can be addressed through 
the open window either before or after machine inserting in the carrier window 
envelope. Reply forms are designed to give you ample room for display copy. 
Simple checking and easy tear-off features demand immediate response. 


MAILED 


SEN-BAK units have usually been produced for addressing by the user's own 
mailing department or mailing house. However, complete addressing and 
mailing facilities are available at General Office Service, Inc. 


RECEIVED 


These functional features get action: 


on the letter, too 


in the mail today 


The prospect’s name and address show clearly for sure delivery. There's no 
slipping in the window! 


527 6th St. NW +* Washington 1 DC 


WILL IT WORK FOR YOU ? 


YES is the answer! SEN-BAK has been permanently accepted by many 
insurance companies, banks, pubiishers, mail order houses, manufacturers, 
distributors, retail stores, mutual funds, investment firms, loan associations, 
pharmaceutical houses, and fund raising groups. The versatility of seven 
different business reply formats make it fit in on practically all mailings. 


THE COUNTRY’S FINEST ART AND COPY 


SEN-BAK provides its users with versatility in talent. Creative services are 
available—from both the SEN-BAK staff and from a nation wide free lance 
group of artists and copy writers—to best meet our customer's needs. 


REPRODUCTION 


All SEN-BAK letters and reply elements are handsomely lithographed in the 
colors of your choice. Only the most competent craftsmen and the best 
equipment are employed in the production of this product. 


TESTING 


Testing of SEN-BAK is encouraged and recommended. Results speak for 
themselves. They are the basis for the amazing popularity growth SEN-BAK 
has enjoyed with budget-conscious experienced mailers. 


DELIVERY 


SEN-BAK deliveries are speedy and dependable. For over34 years General 
Office Service, Inc. has kept its customers happy with deadline delivery of 
quality work. 


COSTS 


SEN-BAK is economical, having been mechanically produced throughout. Its 
unusual pulling ability gives you a bonus in low cost per reply. Prices and 
complete details are contained in the SEN-BAK KIT. 


SPECS, TESTIMONIALS, SAMPLES 


The Sen-Bak kit gives you complete easy-to-use layout guides, 
expressive letters from users, and interesting samples. This kit 
is free for the asking, without obligation. It will be rushed to you 
by return mail, so write TODAY on your company letterhead. No 
representatives please. 


S GENERAL OFFICE SERVICE ¢ INC 


527 SIXTH STREET NW * WASHINGTON 1 DC+NA 8-5348 
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BY 
DIRECT MAIL 


Textiles, like other goods, require sound, sensibly planned 
advertising to attain marketing success. For Stillwater 
Worsted Mills, Inc. . . . basic fabric manufacturers . . . direct 
mail advertising created by the Hickey Murphy Division of 
James Gray, Inc. sews up the business. 


Hickey Murphy knows who the prospects are, where to find 
them, and how to hit them hard with effective direct mail. 


This same sales-building direct mail service can work for 
you. Send today for your free copy of How To Put Action 
Into Your Direct Mail — and ask to see the case history file. 


HICKEY MURPHY 216 East 45th Street 
division of = New York 17, N. Y. 


MUrray Hill 2-9000 


to place advertising or listings in direc- 
tories of questionable value. Adrian tears 
one of them apart on page 12, December 
1957 issue of the monthly HSMA Bulle- 
tin. Adrian warns his members that ad- 
vertising money can be wasted if they fall 
for doubie-talk appeals, such as the one 
he quotes. Good shooting! 


[ THE AUTOMATIC TYING MA- 
CHINE is described in a new catalog 
published by B. H. Bunn Co. The illus- 
trated 8-page catalog tells many uses for 


the machine and shows typical applica- 
tions. Also shows how machines are ca- 
pable of single wrap, double wrap one 
way, triple wrap one way, double wrap 
with cross tie and triple wrap with cross 
tie. You can get a copy by writing to 
Bunn at 7605 Vincennes Ave., Chicago 
20, Ill. 


1 FOLLOWING THE APPEARANCE 
of that article in December 1957 Reporter 
about fund raising for a church .. . re- 
ceived an interesting letter from Geoffrey 
Royall of Church Extension Service, Box 
552, Golden, Colo. Sent us a sample of 
their monthly Idea-Kit for ministers, 
which in January 1958 started Volume 12, 
Number 1. Sorry we never heard of it 
before. Sells for only $3.50 per year. 
Extremely well done. Packed full of pro- 
motion schemes in good taste for building 
attendance, raising funds, etc. One of the 
sample pieces in the January Kit pro- 
duced more than a million dollars in con- 
tributions last year. I know from experi- 
ence that this is the worst and most thank- 
less of the average minister's job. These 
Kits should make it easier. Later on, we'd 
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MANUFACTURERS OF FINE BUSINESS RAPERS AND PUROCELL PULP 
* SALES OFFICES: NEW YORK. BOSTON, CHICRED AMD ATLANTA 
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The Opportunity of A Lifetime... 


SAVE 


GENUINE used 
ADDRESSOGRAPH EQUIPMENT 


ADDRESSOGRAPH CABINET 


133 Drawer (Open Front) 


Enough room to hold 23,275 
Type “B” Addressograph frames. 
Completely refinished to give 
new cabinet appearance. Huge 
capacity yet measures only 291," 
wide by 26%4"deep by 70” high. 
Ideal for complete lists. 

These cabinets cost $250.00 
when new. 


OUR PRICE 


f.o.b. Omahe. 
shipping weight — 390 Ibs. 


ADDRESSOGRAPH 
SLOPE-FRONT DRAWERS 


Genuine Addresso- 
graph “B”’ Slope 
Front Drawers, like 
new condition. 
These drawers are 
designed for 
smoothest possible 
operation, and cost 
$1.95 each when 
new. Equipped with 
lock type follower 


ADDRESSOGRAPH 
FRAMES 
Lok-Tab, Stripped, 
like new condition. 


Cost new — $32.50 per 
thousand. 


LOKTABS, assorted GRAPHOTYPES 
B-Full & B-Notched FEEDERS 


50c per pound 1900's 


WRITE — WIRE — CALL COLLECT 


ALL MAKES TYPEWRITER CO. INC. 


like Mr. Royall to give us more of the 
story. All operations of the Church Ex- 
tension Service are conducted by mail. 


eee 

0) WE GOT A CHUCKLE out of stunt 
pulled on Eric Smith of Burroughs Direct 
Mail Advertising, 2617 South Broadway, 
Los Angeles 7, Calif. Maybe it will spark 
an idea for other teachers. Marian S. 
McLeland, a teacher of business writing at 
East Los Angeles Junior College, wanted 
to secure top professionals to speak at her 
letterwriting classes. She selected Eric as 
a prime target. Gave the members of 
class an assignment to write their best 
possible letter to Burroughs’ president in- 
viting him to talk. He received 27 letters 
in one mail with glowing inducements. 
These were followed by one from the in- 
structor. Naturally, Eric couldn't resist 
such mass flattery. He appeared. Had a 
wonderful time. Then . . . a day after the 
talk, the 27 enthusiastic students wrote to 
him again with sincere praise . . . and 
telling him what they got out of it. Won- 
derful letters all. And a fine idea. 


[) LETTERPRESS GOES OFFSET with 
the new Polychrome P/C Kote offset 
plate. Ideal for letterpress shops with 
short runs which tie up presses. Type can 
be set, cuts inserted, locked up then a 
proof pulled directly on the Polychrome 
offset plate . . . which is then run off on a 
duplicator. Polychrome says the big ad- 
vantage is costs saved in not having to tie 
up metal type in galleys. You can get 
more information on the new “proof” 
plate by writing to Polychrome Corp., 4 
Ashburton Ave., Yonkers, N. Y. 


JJ) 
1 THIS DRAMATIC 3-D LETTER 
SAMPLER is doing a versatile promotion 
job for Hernard Manufacturing Co., Inc. 
. makers of 3-D display letters. The 
12” x 22” sales kit has been designed not 
only for mailing, but also to double in 


brass as a counter display, wall hanging 
or folded reference file. It shows actual 
sample 3-D letters in pin-back . . . show- 
casing some of the 23 sizes and styles of 
Hernard letters available. You can get a 
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letters 
unlimited... 


A NEW, NATIONAL GUILD OF 
AUTOMATICALLY TYPEWRITTEN 
LETTER PRODUCERS 


* dependable schedules 
* controlled quality 
* mass production prices 


For the first time, automatically typewritten letters are avail- 
able in unlimited quantity at mass production prices. 


National advertisers with fast moving schedules can now enjoy 
the benefits of high quality, high response, automatically type- 
written letters. 


An order placed with any "Letters Unlimited" guild member 
purchases the combined production of hundreds of all-electric, 
automatic typewriters. 


Eighteen quality mail advertising firms have pooled their equip- 
ment, personnel and know-how in a national network of auto- 
matically typewritten letter producers. 


‘A NATIONAL GUI DOF 
‘AUTOMATICALLY If you are engaged in advertising, fund raising or public rela- 


tions programs where automatically typewritten letters could 
be used profitably, contact your nearest “Letters Unlimited" 
firm for full details. 


TYPEWRITTEN 
TTER PRODUCERS 


GUILD MEMBERS: 
PHILADELPHIA 


BALTIMORE DALLAS LOS ANGELES 
D. Stuart Webb, Inc. Commercial Printing and Robotyping Company of California The Connelly Organization, Inc. 
306 North Gay Street (2) Letter Service Co. 1061 Ingraham Street (17) 1010 Arch Street 7) 
BOSTON 1015 North Hawkins St. (1) MILWAUKEE PITTSBURGH 
American Mail Advertising, Inc. Holbrook Associates Joe Ott Advertising Printing Advertisers Associates, Inc. 
610 Newbury Street 15) Box 801! = (5) & Letter Se-vice 1627 Penn Avenue (22) 
DCTROIT 422 North Water Street (2) SAN FRANCISCO 
CHICAGO Advertising Letter Service MINNEAPOLIS Biurn's Direct Advertising 
Specialty Mail Services, Inc. 2930 East Jefferson Avenue Gile Letter Service Agency, Inc. 
6330 North Clark Street (26) JACKSONVILLE 723 Third Avenue South (2) a0 Mission Street (3) 
CLEVELAND Murphy Printing & Mailing NEW YORK TOLEDO 
Cleveland Letter Service, Inc. Service, Inc. Ambassador Letter Curtin & Pease, Inc. 
740 West Superior Avenue (13) Clark Building = (2) Service Company 1814-16 Jefferson Avenue (2) 
Il Stone Street (4) 
WASHINGTON, D. C. 
International Business Services Robotyping Corporation of D. C. 
1026-20th Street, N. W. (6) 118 C. Street, N. W. (1) 
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sample kit by writing to Hernard at 21 
Saw Mill River Rd., Yonkers, N. Y. 


[) A SERIES OF CREATIVE FOLD- 
ERS has been turned into an unusual 
catalog for General Electric high fidelity 
components. Created by Vince Mastro- 
paul, GE art director, and Frank Mayo 
of Monogram Art Studio, N. Y. C., the 
catalog’s pages consist of individual 4- 
page folders . . . each describing a dif- 
ferent piece of hi-fi equipment. Each 
folder has been given a distinctive art 
treatment symbolic of record album cov- 
ers. Seven of the GE catalog folders 


have been included in a hard cover loose 
leaf binder . . . making a colorful format 
for lively catalog presentation. 


-) PAPER IS THE SUBJECT of a new 
educational activity in Pittsburgh, Pa. . . . 
with the establishment of Pittsburgh’s first 
Paper School. Sponsored by General 
Paper Corp., the school is featuring a 
series of six weekly meetings . . . open 
to anyone in the area who can benefit 
by a greater working knowledge of paper. 
Beginning on the 4th of this month, 
meetings will be held every Tuesday at 
6:15 P.M. through March 18 (Penn-Sher- 


family... 


FORTUNE 


extrabold 


light - bold 


NOW made even greater 


FORTUNE 


bold italic 


Size range 8 to 60 pt. 


For complete specimens of this flexible, 


wide-range type, see your nearest Bauer type dealer 


or write on your letterhead to 


BAUER ALPHABETS, INC. 235 East 45th Street 


New York 17,N.Y. OXford 7-1797-8-9 


This ad set in FORTUNE 


aton Hotel in downtown Pittsburgh). 
Subjects covered will include manufactur- 
ing, basic sizes, weights, book and text 
papers, pricing, etc. . . . with six different 
experts conducting the classes. You can 
get more information by writing to 
General Paper Corp. at P. O. Box 12, 
Pittsburgh, Pa. 


[] A NEW EXTERNAL H.M. FROM 
ENGLAND provided some interesting 
reading this month. It was the BIA Post, 
a pocket-size, illustrated publication cre- 
ated by British & International Address- 
ing Ltd., B.I.A. House, Chalton St., 
London, N.W. 1. An introductory mes- 
sage by J. S. Netter, B.I.A. vice-chair- 
man and joint managing director, said: 
“There are still too many mysteries con- 
nected with direct mail and it is our 
intention to let you see just what does go 
on behind the scenes in a reputable Direct 
Mail Agency. We want to show you how 
a mailing shot progresses from concep- 
tion to delivery.” The Post does just that 

. in an interesting, informative way. 
Good public relations from our friends 


abroad. 


WESTERN UNION DELIVERY pro- 
duced both speed and impact for a recent 
product introduction by Becton, Dickson 
& Co., Rutherford, N. J., manufacturers 
of hypodermic needles and _ syringes. 
Samples of D-B’s new Hypak syringe 
and Yale needles were delivered simul- 
taneously to 450 salesmen and surgical 
distributors throughout the country . . . 
with an accompanying telegram announc- 
ing the product release. A brochure de- 
scribing the products completed the spe- 
cial Western Union packet . . . handled 
by 214 WU offices. A fast and impressive 
product introduction. 


— 
eee 


[] LOOKING FOR LETTER FORMAT 
IDEAS? Suggest you write to Francis 
“Andy” Andrews at American Mail Ad- 
vertising, Inc. in Boston and ask him for 
a copy of their new portfolio titled “Let- 
ters of Distinction”. Contains nine dif- 
ferent samples of A.M.A.’s exclusive Ex- 
eculith form letter process . . . with 
matched fill-ins. Various type styles range 
from Corinthian Script to Arcadia. The 
visual sampler is one you should have 
for your files. A.M.A.’s address: 610 
Newbury St., Boston 15, Mass. 


(0 “CRYSTAL MARK” is the name of 2 
new advertising specialty, designed as a 
printed plastic bookmark. Produced in 
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COLOR TALKS... and Hammermill Bond 


gives you 13 eloquent colors 


AY way you use them, Hammermill 
Bond colors are worth a thou- 
sand words. In office Signal Systems, 
Hammermill Bond colors get action. 
In letterheads, Hammermill Bond 
colors help attract attention. As a 
background for type and ink, Ham- 
mermill Bond colors increase the 
effectiveness of selling copy 

And now Hammermill Bond comes 
in 13 sparkling colors (and white ) 
including a new shade of pink and a 
brand new color, green tint. You 
don't have to worry about getting 
a color match for previous orders, 


either. Hammermill colors are made 
to match, run after run. 

Hammermil! Bond now contains 
Neutracel®—the exclusive pulp that 
unlocks the secrets of hardwood to 
give an outstandingly level, more 
uniform surface for better printing, 
typing and writing. Hammermill 
Bond is cleaner, more opaque, has 
more bulk for that impressive feel. 

When you want to attract atten- 
tion, tell a story, get action — get 
Hammermill Bond—in colors. 
Hammermill Paper Company, Erie, 
Pennsylvania. 


BLUE 

PINK 

GREEN TINT 

GREEN 

BUFF 

CAFE 

GREY 

CANARY 

GOLDENROD 


SALMON 


CONFIDEN TAL | 
; 
Ask for 
(33 
BOND 
with Neutracel’s finer hardwood fibers ts 


With Hammermill Offset 
you can print the difference 


@ Clothes make the man. And clothes reproduced on Hammermill Offset 
help make the man buy. 


Camel’s hair 


Hammermill Offset reveals fine distinctions in texture and color —shows 
the subtleties that make printed illustrations look like the real thing. Choose 
from 3 machine finishes—Wove, Vellum, Super-Smooth —and 5 embossed 
finishes —Linen, Laurel, Pearl, Handmade, Homespun. All finishes are 


available in new, brighter blue-white, with a smoother, more level printing 
surface—obtained from Hammermill’s exclusive hardwood Neutracel™ pulp. 
Lithographed on Hammermill Offset, Substance 70, Wove finish 
Manufactured by 
HAMMERMILL PAPER COMPANY + ERIE, PENNSYLVANIA 
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brilliant multi-color, the specialty can | 


carry any advertising message in three 
different sizes (2” x6”, or | 
1%" x5"). The novel bookmarks might | 
be a good give-away idea for book sell- 
ers, etc. They can be designed for one- 
time use or in sets of two or more for a 
continuing campaign . . . at cost of about 
Ic each in quantity. You can get Crystai 
Mark samples and complete prices by 
writing to Reynold H. Goodman, presi- 
dent of Crystal Transparent Corp., 101 
W. Forset Ave., Englewood, N. J. 


[) SPEAKING OF PAPER .. . have 
you seen the spectacular Howard Paper 
Mills sample portfolio titled “Bondtown, 
U.S.A.”? It's much more than a paper 
sampler . . . actually a dramatic demon- 
stration of how important letters and 
other printed pieces are to the average 
community. The unusual portfolio pro- 
files typical use of letterheads, etc. in the 
community. Reproduced on different 
Howard stocks, each page shows how 
“Bondtown’s” bank, school, church, de- 
partment store, etc., uses printed mate- | 
rial. The dramatic demonstration has | 
made a tremendous hit in the graphic | 
arts. Howard’s Dan Smith, art director | 
on the project, won the Medal Award in 
the Art Directors Club of Chicago an- | 
nual exhibition . . . which judged “Bond- | 

} 


town” tops in the Display Piece and 
Direct Mail category. Write to Howard 
Paper Mills, Inc., Howard Paper Co. Div., | 
Urbana, Ohio. 


[1 McGRAW-HILL has just released the | 
1958 edition of their Direct Mail List 
Catalog. The 36-page publication de- 
scribes over 150 business and industrial 
mailing lists available from the M-H Di- 
rect Mail Div. The two-color booklet 
give a detailed breakdown of lists, counts, 
costs . . . as well as postal data, how to 
use M.H. services, etc. You can get a free 
copy by writing to the Direct Mail Div. 
at 330 W. 42nd St., New York 36, N. Y. 


[) UPCOMING DIRECT MAIL DAYS: 
The Hotel Roosevelt will be the scene of 
New York Direct Mail Day March 26. 
Dick Eckman, Dickie-Raymond; Pete 
Hoke, Reporter of Direct Mail Advertis- 
ing; Jim McAdam, Demmert & Held 
Assoc.; and many others are putting the 
final touches on what promises to be one 
of the best ever. . . . Chicago Direct Mail 
Day is set for April 9 at the Morrison 
Hotel. Steering Committee Chairman 
Oscar Palmquist, Buckley Dement Adver- 
tising and his committees are lining up a | 
slam-bang program for the Windy City. 
Don’t forget the dates: New York, Hotel | 
Roosevelt, March 26. . . . Chicago, Hotel 
Morrison, April 9. 


NOW... | 
your mail 


s shipments 
deliveries 


TIED 
FASTER 


Anything you now tie by hand, you can tie up to ten times faster on 
a famous Bunn Tying Machine. Operates automatically to give you a 
tight, uniform tie . . . in two seconds or less! Letter bundles of any size 
or shape, magazines, “flats” of all types—whatever the tying job may 
be, machine-tying by Bunn can save you up to 54 minutes out of 
every hour currently spent on old-fashioned hand tying. Think what 
sveed like this can mean to the efficiency of your operation. 


Check these 5 money-saving features 
Automatic adjustment: Any size, any quantity of envelopes is tied in 
the same speedy time . . . no time lost for manual changeovers. 


Controlled tension: The strong twine is never too tight or too loose 
can’t cut envelopes . . . can’t slip off . . . reduces damage and loss. 


No waste: Automatically uses just the right amount of twine. 
Slip-proof knot: Postmasters everywhere approve the pilfer-proof 
Bunn knot .. . can’t come undone even with rough handling. 

Simple operation: Inexperienced operators become experts in min- 
utes. Operation is fatigue-less and completely safe. 


Remember ... Bunn Package Tying Machines are used by mailers 
of every size... for faster, better, economical tying. 


B. H. BUNN CO., 7605 Vincennes Ave., Dept. RD-28, Chicago 20, Ill. 
Export Department: 10406 South Western Ave., Chicago 43, Ill. 


MAIL COUPON NOW FOR MORE FACTS 


B. H. BUNN CO., Depr. R0-28 

GET THE 7605 Vincennes Ave., Chicago 20, Ill. 
WHOLE STORY 
Send today for ( Please send me a copy of your free booklet. 
oe oo (C Please have a Bunn Tying Engineer contact me. 
illustrates the 
many advantages Name 
of Bunn Tying 
Machines. 
or ute Bunn 

ing Engineer Add 

‘obligation 
City Zone___ State 
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SESSIONS 


Labor Reiatons 
~ 


TUESDAY, SEPTEMBER 24 


Wage and Salary Adminstration 
2:00 


A.M.A.'s mailing pattern usually consists of a dramatic meeting promotion folder, followed by a 
letter and condensed folder. Promotion for each meeting is given a different theme such as this 
Fall's Personnel Conference announcing “Personnel Management Moves To The Front Of The 
Stage.” Identifying art is carried throughout mailings . . . and used on the conference printed 


program itself. 


American Management Association’s dramatic 
direct mail is building important audiences . . . 


HOW BUSINESS MANAGEMENT TRAINING HAS 
BECOME ONE OF THE BRIGHTEST STARS ON BROADWAY 


H™ Bove the flashing theatre 
marquees on Broadway is one 
of the most important audiences ever 
assembled. They are management ex- 
ecutives from all walks of American 
business. And while these men are 
assembled on a site which was once 
famous for nightclub frolic, they have 
come to Broadway for only one seri- 
ous purpose: to learn more about 
their complex profession of business 


by Dudley Lufkin, 
Field Editor 


management. 

This is the American Management 
Association's New York Management 
Center in the Sheraton-Astor Hotel 

where executive education and 
training has become one of the bright- 
est stars on Broadway. Last year, 
A.M.A. turned the Astor Roof night 
club into a fully-equipped 120-seat 
auditorium with 22 adjoining confer- 
which are used in 


ence rooms . 


THE REPORTER OF DIRECT MAIL ADVERTISING 


combination with eight additional 
Management Center rooms on the 
floor below. 

With a total of 26,000 members 
(which includes 3,000 company mem- 
berships} A.M.A.’s educational ac- 
tivities also reach many areas beyond 
the Management Center. In effect. 
A.M.A. is a noble management uni- 
versity for upper-echelon profession- 
als interested in any of the associa- 
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Mover Teo berty te Sates 
Pane 


WEDNESDAY, 15 


A.M.A. tests different formats and mailing patterns. This cartoon cover treatment 
was originally tried in 6” x 9” folder... 


then enlarged to a gate-fold, more 


explanatory 8’ x 11” piece. On this mailing, A.M.A. found the offbeat memo 


tion's ten major divisions: General 
Management, Finance, Insurance. 
Manufacturing, Marketing. Office 
Management, Personnel, Packaging, 
Research and Development and In- 
ternational Management. 


Conferences, Courses, Seminars 


During its 34 years of development, 
the association has used direct mail ex- 
clusively to promote its vast member- 
ship, extensive publishing wing and 
comprehensive training programs. 
Building attendance for the latter is 
a full-time A.M.A. job, directed with 
precision by promotion manager 
Joseph W. Leonard. It requires per- 
petual planning and production of 
direct mail campaigns which pro- 
mote: 

\.M.A. CONFERENCES: These are large, 
national meetings such as the Packaging 
Division’s combined Conference and Ex- 
position, The Marketing Division’s Annual 
Conference, etc. 

A4.M.A. COURSES: Offering basic educa- 
tion and training in management funda- 
mentals, principles and skills, such as the 
Management Course at Colgate University, 


etc, 
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card (instead of regular letter) pulled exceptionally well. 


\.M.A. SEMINARS: Three to. six-day 
Workshop Seminars are designed for ex- 
change of ideas and experiences; while 
Orientation Seminars are two to six-day 
classroom reviews of specialized subject 
areas. 

These conferences, courses and 
seminars are organized by A.M.A. 
Division Managers. The attendance 
promotion for each meeting begins 
well in advance ... with a meeting 
between Joseph Leonard, direct mail 
copy chief Milton Rusk, art director 
Dale Pelow and the respective Divi- 
sion Manager. Here, the Division 
Manager's program is worked into a 
distinctive meeting “theme” for di- 
rect mail promotion. 


Emphasis on Quality, Originality 


While each meeting may have dif- 
ferent attendance quota, the direct 
mail campaign pattern usually is con- 
sistent. A dramatic announcement 
folder is created which outlines the 
program as completely as possible. 
This is followed by a letter from the 
Division Manager, usually accom 
panied by a condensed version of the 


original folder. Although Joseph 
Leonard is continually testing differ- 
ent formats and mailing patterns, he 
has found most success with the an- 
nouncement folder, letter follow-up 
plan. 

In addition to A.M.A.’s own mem- 
bership list, promotions are also sent 
to selected non-members. A.M.A. has 
a natural exchange of good prospects 
between direct mail results of it 
three major departments. Buyers of 
\.M.A. publications, for example, are 
good prospects for membership ana 
meeting enrollment . . . and vice 
versa. 

The emphasis in all A.M.A. direc. 
mail is on quality and originality 
The beautifully designed folder: 
eminating from A.M.A.’s art depart- 
ment rank in visual stature with those 
produced by top-flight pharmaceutical 
advertisers. Brilliant illustration and 
layout makes the large amount of 
necessary program copy appealing. 
And creative use of action photos 
puts real interest into the copy. From 
initial selection of unusual paper 
stocks to final printing and mailing, 
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eynote for A.M.A.’s individual meeting 

RESEARCH folders. While each one contains 
ae th h outli f the program, unique 


read and appealing. Attention-getting cover 
— designs run the gamut from old art . . . to 
MANAGEMENT : 2 cartoons . . . to ultra modern type treatment. 


AMERICAN MANAGEMENT ASSOCIATION (NC 


each piece is designed to give 
A.M.A.’s management education and 
training the prestige it deserves. 


Big Audience 


Last year, direct mail promotions 
for 773 meetings produced a tota: 
audience attendance of almost 75,000. 
; The 26th Annual Packaging Exposi- 
tion alone was visited by 36,000 busi- 
vouner” ; nessmen. 15,000 executives took part 
3 ’ in 600 A.M.A. work shops and orient- 
ation seminars; while courses were 
filled to capacity. 
Promoted by continuing high qual- 
ity direct mail, business management 
training has not only become a bright 
Attendance pre tion for A.M.A. educational and training meetings begins = star on Broadway, but all over the 
down into seasonal and monthly program mailings. crease in income last year ($6.5 mil- 
lion total), A.M.A.’s star is getting 
brighter every day. An Academy of 
Advanced Management already has 
been formed with 50 buildings on 90 
acres at Saranac Lake, N. Y. This 
year, A.M.A.’s_ Executive Decision 
Making Course (featuring business 
simulation excercises) will operate at 
the Academy on a full-time basis. 
Culminating all of A.M.A.’s yearly 
activities is a comprehensive Annual 
Report telling members about the as- 
sociation’s many accomplishments. 
Last year’s edition (34th) was a 
handsome 36-page publication 
with a beautiful embossed cover sym- 
bolizing “The Manager and A.M.A.” 
Inside, A.M.A. president Lawrence A. 
Appley evaluated the year’s training 
and education by saying: “The re- 
sponse has been sufficiently gratifying 
to encourage us to believe the Asso- 
ciation is right in its basic approach 
to professional training for the man- 
agement profession.” 
All we can add is that the Associa- 
tion is also right in its basic approach 
to promoting that training.@ 
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LDTIME LOCOMOTIVE 
POSTCARD SERIES 
PULLS 40% REQUESTS... 
HALFWAY THROUGH CAMPAIGN 


COLORFUL JUMBO POSTCARDS. each picturing a different old- 
time locomotive, are pulling excellent results for C & D Batteries, Inc.. 
Conshohocken, Pa. Mailed to select list of some 3,600 railroad execu- 
tives. three of the six cards in the series have already brought a 40% 


response. 


C & D, makers of batteries for diesel starting. etc., offer railroad execu- 


tives an attractive 8” x 13” print of each oldtime locomotive shown 


in the postcard mailings. The low-pressure message on the address 
side of each Kromekote card gives a thumbnail description of famous | 
early steamers such as “Emma Nevada.” “The Grant.” “The Rapid.” 


etc. 


The highly successful campaign was created by John T. Hall & Com- 
pany, Philadelphia advertising agency for C & D Batteries. Philadel- TBD 


phia artist Robert Kerns did the unusual locomotive renderings in full 


color. Cards conceived under the supervision of Richard L. Downes. 


Hall art director. ing of there ny 
om 
will be on his © 
Agency president Hall said it was a foregone conclusion the cam- the st ents Of 
Complimer 
paign would “pull.” “But.” he added, “we did not know it would pull c & D Baureries = 
ohocke® 


its head off the way it already has . . . at the halfway mark.” @ 
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Promoting both product booklet 
and convention booth attendance... 


DOUBLE-OBJECTIVE MAILING 
: TO DENTISTS PULLS WELL 
OVER 21% AVERAGE RETURN 


Proper timing. or striking when 
the iron is hot, can greatly influence 
direct mail results. This sense of 
timing, making the most of a timely 
opportunity, produced some out- 
standing mailing results for Rocky 
Mountain Metal Products Company. 
1450 Galapage Street, Denver, Colo- 
rado. 

Rocky Mountain is a leading man- 
ufacturer of spot welders and chrome 
alloys for Orthodontics and Dentistry 
for Children. While Dentistry for 
Children was limited in the past. 
more people now realize that den- 
tistry is important for children . 
and the dentist's role in the child's 
health program is growing more sig- 
nificant each year. With this in mind, 
Rocky Mountain designed and pro- 
duced a_ beautiful educational-pro- 
motional booklet for dentists titled 
“Tra-Chrome and Tru-Spot Welding 
In Dentistry For Children.” Its 60 
pages, containing more than 100 
illustrations, described Rocky Moun- 
tain’s up-to-date Dentistry for Chil- 
dren products and procedures. 

The booklet was planned to come 
off the press well in advance of a 
big national convention . .. The Dis- 
trict of Columbia Postgraduate Clinic 
at Washington, D.C. And Rocky 
Mountain's exhibit booth at this con- 
vention was planned to showcase and 
demonstrate much of the booklet’s 
contents. 

Timing the release of their impres- 
sive booklet to coincide with the 
“what's new in dentistry” meeting, 
Rocky Mountain then created a Re- 
ply-O letter and colorful announce- 
ment folder. This simple but effec- 
tive mailing was designed to ac- 
complish a double objective: 1.) To 
get direct inquiries from dentists for 
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the booklet: and 2.) To get dentists 
attending the Postgraduate Clinic to 
visit the Rocky Mountain booth for 
a demonstration. 

The timely mailing was sent to 
some 37,000 dentists in 19 states. as 
well as to about 2,300 Canadian 
dentists and 2.800 dental students. 
It arrived several weeks before the 
Clinic, when interest in new dental 
techniques was running high. Be- 
sides boosting convention booth at- 


tendance. reply card requests for 
Rocky Mountain's booklet averaged 
well over 21 per cent. And the return 
breakdown of the 42.000 mailing 
showed that only North Dakota failed 

produce a big individual return. 

These results prove that proper 
planning and timing can boost diret 
mail results. And if Rocky Moun- 
tain’s market will excuse the pun. 
this mailing also proves that dentists 
really pull. 


Rocky Mountain's offer to dentists was a free copy of “Tru-Chrome & Tru-Spot Welding 


in Dentistry for Children” . . . a 60-page 


ti | booklet t more than 


100 illustrations of R. M. products and procedures. Dentists were also invited to visit 


R. M.'s convention exhibit booth in Washington . . 


booklet’s contents. 


. for a live demonstration of the 


4 re 
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~ 
A} 
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Rocky Mountain's doubl tive mailing to 
42,000 dentists included this Reply-O letter 
ond announcement folder promoting 
both a new booklet and convention booth 
attendance. “Should you be unable to attend 
the meeting,” said the copy, “the booklet will 
bring our port of the show right to your 
office. Either way, just mail the card above 
for your copy.” More than 21% of the den- 


tists did. 
BREAKDOWN OF RETURNS ON 
ROCKY MOUNTAIN MAILING TO DENTISTS 
AMOUNT RETURN 
STATE MAILED PERCENT 
.......... 7686 18.90% 
..... 149 17.45% 
Dist. of Columbia... 773 16.04% 
Maryland .......... 1089 24.05% 
Minnesota ..... .. 2304 18.71% 
Nevada ........ WW 27.03% 
North Dakota ....... 284 
980 24.08% 
Pennsylvania ........ 6308 21.35% 
Rhode Island ....... 497 24.10% 
South Dakota ...... 203 10.23% 
. 2894 24.95% 
Utah .. 451 29.05% 
1241 24.34% 
Washington ........ 1591 21.94% 
Wisconsin 2509 26.23% 
. 2379 15.59% 
Dental Students ..... 2839 35.61% 
TOTAL MAILED: 42,370 RETURN AVER.: 21.73% 
In addition to the ab>ve resu!ts, there were single reply card 
returns from Florida, Nebrasko, New Jersey, Michigan, 
Montana and West Virginia. These states were not scheduled 
in the mailing, but produced six additional inquiries. 
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ORTHODONTICS DENTIGTRY FOR CHILDREN 


ROCKY MOUNTAIN METAL PRODUCTS CO. 


1450 GALAPAOQO STREET * DENVER 1 COLORADO. USA 


Dear Dootor: 


The card in the window above will bring you a new 60-page booklet which you may find 
most belpful in your practice. It's title is “Tru-Chrome and Tru-Spot Welding in 

Dentistry for Children". In it you will find complete information and over 100 illus- 
trations covering Rocky Mountain's procedures and products for Dentistry for Children. 


Mail the card, and we will see to it that your copy of this valuable booklet reaches 
you promptly. Also, please check the card and let us know if you'll be at the District 
of Columbia Postgraduate Clinic. The meeting takes place on March 11, 12 and 15 at 
the Shoreham Hotel in Washington, D.C. 


If you plan to attend, be sure to stop by at our exhibit at Booth g110. Besides get- 
ting acquainted or renewing our friendship, there will be much for you to see in the 
form of new developments and time-proven products. Two that may be of particuler 
interest to you are: 


A Working Demonstration - of the new 32-A Spot Welding and 
Soldering Machine, developed after intensive testing. 

Hew Space Maintainers - which have been perfected after two 
years of research and study. 


Baturally, you'll also see the entire line of Rocky Mountain items for quicker and 
easier Children's Dentistry: Tru Form Permanent Anterior Crowns for treating fractured 
anteriors and jumping locked anteriors, now available in eight sizes; new improved 
Tru-Pors Primary Crowns for restoring bedly broken down deciduous teeth; Rocky Mountain 
Contouring Pliers for working Tru-Chrome material; and new Peak Band Forming Pliers 
for making bands for space maintainers. 


In short, you will see the entire Rocky Mountain line and get a good idea of how it 
makes Dentistry for Children easier and more rewarding for you and your patients. 


Should you be unable to attend the meeting, the booklet “Tru-Chrome and Tru-Spot 

Welding in Dentistry for Children” will bring our part of the show right to your of- 

fice. Either way, just mail the card above for your copy. It requires no signature 
. We pay the postage and there is no obligation of any kind. 


Anker 
Martin 


AND LEADING MANUFACTURES OF SPOT WELDERS AND CHROME B11 OTS (OH OFTHODONTICS AND FOR 
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A letter from deep in the heart of Texas tells how one 
publisher has found — “Friendliness is contagious” 


FRIENDLY PROMOTION FROM 
THE “TRUE WEST” SELLS MAIL 
ORDER SPACE ADVERTISING 


by Angel Leshikar, 


Assoc. Publisher 
Western Publications, Austin, Texas 


Reporter's Note: Angel Leshikar is a gal you should meet .. . by mail. We met her 
that way . . . and discovered a real talent for creating friendly communication. Jack 
Leslie of Leslie Creations (Lafayette Hill, Pa.) told us he was getting letters from a 
woman in Texas selling m.o. space in three western publications. But the “selling” 
wes most unusual .. . offbeat, casual, distinctive and friendly. We decided to find 
out more about their creator and the three western books. What you'll read here 
are excerpts of Angel Leshikar’s answer to our query . . . taken from two pages of 
@ typical A. L. letter. They tell the story of how Western Publications are riding high 
with mail order linage . . . by not taking the “hard sell’ too seriously. We think 
Angel Leshikar’s philosophy of having fun and “making friends along the way” 
could be helpful to many sellers who are just plain trying too hard to impress. 
After you've read this report, we suggest you drop Angel a line at 709 W. 19th St., 
Austin, Texas. Get her to write you a personal answer. As she puts it: ‘Friendliness 
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In addition to her friendly letters, 
Angel Leshikar also creates special di- 
rect mail bulletins for advertising pros- 
pects. This one announces “the greatest 
bargain in publishing history” because 
“we just don’t have the time to do an 
adequate job on soliciting advertising.” 


is contagious.” 


SMALL ORGANIZATION and 
have more fun together than the 
proverbial barrel of monkeys. Our 
guiding light is one Joe Austell (bet- 
ter known as “hoss-tail”) Small, the 
owner and publisher of True West 
and Frontier Times. (He is the most 
amazing person and the most won- 
derful guy ever.) 

We came out with TRUE WEST 
back in 1953. We were doing all 
right with it, 115,000 copies, world- 
wide circulation, nearly paying our 
— bills, etc. But the readers 
ept yelling for more. So we re- 
vived the late J. Marvin Hunter’s 
Frontier Times. 

Our main aim in life is to be 
happy, take life easy and make 
friends as we go along the way. 
Everything we do around here is in 
the “light-hearted” vein. All promo- 
tion. both circulation and advertising, 


carries the same “flavor.” Some folks 
might think it’s corny (they're in the 
minority) but being Texans, we love 
it thataway! 

Up until the first of this month, 
we did absolutely all of our adver- 
tising solicitation by mail! We've 
just appointed a “director of adver- 
tising” who will travel and make 
“contacts” for us and follow through 
on accounts we've been soliciting by 
mail. 

True West has been in the “black” 
almost from the first issue. And 
while other publications have fallen 
by the wayside during the past few 
years, we've been able to come out 
with a new one! It still amazes me 
to compare the amount of advertising 
we carry with other books. So | 
reckon you can say our “technique” 
is successful! Besides, I think friend- 
liness is contagious! @ 
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A REPORT ON TWO 
MAGAZINE 


CORONET w 


SUBSCRIPTION TESTS... 


Testing is often confusing . . . and contradicting. But handled seriously and 
correctly, it can be helpful. While we've always warned mail advertisers not to 
base their own operati on else's test results, the two individual 
magazine subscription tests reported here are interesting . . . and somewhat 
unusual. Both were concerned with offers (cash vs. credit, etc.). Warren Brown's 
report of the Coronet test was presented as a two-minute Thumbnail Sketch at a 
recent Hundred Million Club meeting in New York. On the following page, you'll 
see what Parents magazine found out about their “ask for the order” copy 
appeals. 


\ 


Parents 


CORONET "PENALTY FOR 
BILLING” TEST SHOWS 
PROSPECTS STILL WANT 
EXTRA ISSUES 


by Warren Brown, 
Circulation 
Esquire-Coronet, New York 


HIs TEsT at Coronet hit the mail 

bags just before the results of 
Edith Walker’s “Test To End All 
Tests” came out in The Reporter.* 
Good thing . . . as we might not 
have bothered. However, since we 
had started it, we saw it through. 

Among a dozen or so copy, rate, 
and package tests, we threw in one 
more that would re-confirm our faith 
in an old tried-and-true magazine 
direct mail principle: No penalty for 
credit. 

For years, as you know, our in- 
troductory offer has been 6 issues for 
$1 plus that “extra issue free” if you 
send cash. We reversed this and of- 
fered 7 issues for $1 cash but only 
6 for credit. 

The test consisted of 100,000 
pieces—50,000 to each offer—each 
50,000 names were an identical geo- 
cross section of 5 proven lists of 
10,000 each. All other factors were 
constant. 

What happened? Three of the five 
lists showed a definite preference for 
the 7 issue offer; one was just as 
happy either way; and only one 
showed any resentment. Added to- 
gether, the vote was definitely for the 
7 issue offer. 

If you are thinking this one test is 
hardly conclusive I agree with you. 
But concurrently we ran this same 
test (with another 100,000 names 
from th» same 5 lists) promoting a 


new and different rate ofter. This 


“Analyzed by Dr. William A. Doppler on page 


40 of September, 1957, issue 
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came out with practically identical 
results. 

Percentage wise. the increase was 
infinitesimal, but (and this is the 
“eye-opener ) projected to a mailing 
quantity of 10 million pieces this 
could mean an additional 25.000 
subscriptions. [ll gladly settle for 
even half of that. 

With all due respects to the in- 
consistancies in Edith’s tests these 
list characteristics became evident: 

The same two lists preferred the 
extra issue in both tests; the same 
two preferred the penalty; and the 
fifth list showed no preference at 
all in one test but a definite prefer- 
ence for the penalty in the other. @ 


RESULTS ON CORONET’S “PENALTY FOR BILLING” TEST 


Test Issue 


Quantity 


Issue 
Free 


10 


Penalty 


60 
20 


40 
30 40 


TOTALS: 100M 30 


60 30 100 


Penalty: 160 Issue Free: 60 Margin for penalty: 100 


PARENTS’ TRIPLE-OFFER SUBSCRIPTION 


TEST SHOWS "SEND NO MONEY” STILL PULLS BEST 


REPORTER'S NOTE: One of the biggest direct 
mail testers in the publishing field is Parents’ 
Institute, Inc. of Bergenfield, New Jersey . . . 
publishers of Parents, Humpty Dumpty, Calling 
All Girls, Compact and other magazines, os 
well as many books. Here, circulation promo- 
tion manager Florence Sanders tells about one 
of their recent tests . . . on “closing copy.” 
While it's dangerous for others to use singular, 
personal results such as these for a “guide” 

whot Parents found out about price offers 
“Send no 
money” still seems to pull best . . . but giving 
the prospect an “extra,” plus a choice, con pull 
better ‘‘poid” results. 


for their magozine is interesting. 


UR RECENT TEST on Parents’ 
Vagazine subscription offers was 
that part of direct 

the close of most 
letters reminds the 
prospect about payment. Infinitesimal 


concerned with 


mail copy neat 
which subtly 
as it is compared to the value of the 
product . . . payment. nevertheless, is 
expected. Not immedietely. of course 
“Get 
it in the mail at once, we'll be glad 


And 


only the order is urgent. 


to bill you later if vou prefer.” 
most prefer! 

Promotion people prefer, too . 
prefer to get as many orders as pos- 
And we're 
about _ billing. 
Sound merchandising. But. every once 


sible as fast as possible. 
not too concerned 
in awhile we look at billing costs and 
at the percentage of “write offs” (can- 
celations for non-payment). And we 
we decided to 
about this 


recently 
find out 
phase of selling by mail. 


wonder. So 


trv and more 
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What We Tested: 


We set up a three-way test to find 
out what would happen if we: 


1. Asked for payment with order. 


2. Asked for $1.00 part payment 
with order, but offered two extra 
issues for full payment with 
order. 


Invited charge orders, but of- 
fered two extra issues for pay- 
ment with order. 


Our control piece, against which 
these three variants were tested, 
emphasizes the charge privilege: 
“Send no money unless you wish — 
just mail the postage-paid card 
immediately.” The order form pro- 
vided the boxes to be checked for 
“Bill me later” or “Payment en- 
closed.” Satisfactory pull of this offer, 
format and copy had been established 
by a prior mailing. 


How We Tested: 


For the test, only proven lists were 
used and equal quantities of the same 
lists were mailed on each section. The 
only change in each letter was the 
copy pertaining to payment with 
order forms made to conform. Only 
the basic piece had the business reply 
order form feature. In all other 
respects, the four mailings were 
identical. 


What We Found Out: 


@ The control piece produced the 
greatest number of orders. And true 


by Florence Sanders, Circ. Prom. War. 


Parents’ Institute, Inc., Bergenfield, \. J. 


to form, about 72% were charge 


orders. 

@ Returns on the section which 
asked for cash with order ran 25% 
less than the basic piece. And, oddly 
enough, 32% were charge orders. 


@ As you may have guessed, in- 
centive of two extra issues for pay- 
ment with order, without precluding 
the charge privilege, seems to give us 
the answer we were looking for. It 
produced only 16% less subscriptions 
than the basic piece. And, about 71% 
were paid orders . only 29% 


charge. @ 


This control piece—against which 
other variants were tested—pro- 
duced the greatest number of 
orders in the “closing copy” test. It gave 
prospects an open choice: “Send no money, 
unless you wish. Just mail the enclosed 
postage-paid card immediately.’ About 72% 
of the returns were charge orders .. . 
proving “Send no money” still puils best. 


Asking for Cash With The Order 

in a closing paragraph produced 

25% less returns than the other- 
wise same copy in the control piece. And 
even then, 32% were still charge orders. 


The P.S. in these two letters 

seemed to give Parents the an- 

swer they were looking for. It 
offered two extra issues for PAYMENT WITH 
ORDER, but didn’t eliminate the prospect's 
choice of charging. Tested with closing para- 
graphs asking for PART PAYMENT, as well 
as one INVITING CHARGE ORDERS, the 
extra-issue P.S. incentive appealed to sub- 
scribers. While it brought 16% less sub- 
scriptions than the control piece, 71% of 
them were paid orders . . . only 29% charge. 
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AMPEX TAPE CAMPAIGN 


CREATES REAL HIGH 


FASHION INTEREST 


AT ENGINEER’S 


CONVENTION ... 


HEN AMPEX CORPORATION en- 
\ \ tered the magnetic tape field not 
long ago, they did it with a high 
fashion direct mail campaign which 


scored high-fidelity results. 


The Redwood City, California elec- 
tronic instrument manufacturer’s de- 
cision to introduce a recording tape 
called for quick action. Ad manager 
Bill Fisher had to spread the word to 
electronic engineers in the fastest pos- 
sible time. Looking for a slam-bang. 
impressive direct mail idea, Fisher 
ealied in The Smith Company, San 
Francisco promotion agency. 


Smith’s Bill Whitney and John 
Tyler went to work and came up with 
a five piece campaign . . . planned to 
culminate with the important LS.A. 
National Convention in Cleveland. 
To get maximum attention of the 
engineers who would be attending the 
confab (those most likely to influence 
tape purchases), the series was built 
around the three dramatic pieces 
shown opposite ... each made from 
the new Ampex tape. 


@ First three-dimensional an- 
nouncement was a ‘“‘Ist Prize’’ 
rosette. 


@ Second mailing was a beautiful 


corsage. backed with real fern. 

@ Third piece was a handsome 
western bow tie, fashioned from new 
tape which was imprinted with the 
Ampex logo. 


(The additional two mailings in the 
five-piece series were self-mailers giv- 
ing technical data . . . sent in between 
the high-fashion product pieces.) 


All three of the dramatic mailings 
were gift wrapped. And the imprinted 
western tape ties were worn through- 
out the convention by all Ampex per- 
sonnel. 

With the theme “Something New 
from Ampex,” the introduction cam- 
paign made a fast, fashionable and 
favorable impression on countless tape 
users. Bill Fisher reports he was 
bombarded at the Ampex convention 
booth by those who had received the 
mailings . . . and remembered. “I 
tried to make an accurate count,” 
says the ad manager, “but gave up 
after the first few hours.” 


Even so, the high fashion introduc- 
tion and sampling campaign success- 
fully launched “hours” of the new 
Ampex tape in big and important 
market. And that’s what really 
counts. @ 


A western bow tie, “first prize” 
rosette and fern-adorned corsage 
—all made from the new Ampex 
tape—were mailed to engineers. 
The dramatic, “high-fashion” series 
built big interest in the Ampex 
product introduction at the 1.S.A. 
National Convention. 


AMPEX TAPE PROMOTION 
CONTINUES . . . WITH DRA- 
MATIC BOXED “BLOCK” 
LETTER MAILINGS AT 
CHRISTMASTIME . . . 


Soon after engineers were intro- 
duced to Ampex tape, they began 
receiving colorful boxed “blocks” 
. . . one at a time. The first was 
“A,” then “M,” “P,” etc. . . . until 
they had five brilliant “blocks” 
spelling AMPEX. Then just before 
Christmas, they received all five 
“blocks,” boxed in one complete 
package ...todramatize “A guar- 
anteed, complete, fully integrated 
tape system.” An enclosed folder 
telling about the system explained: 
“The enclosed boxes are empties. 
We thought you might like to take 
them home to the kids. Hang them 
on the tree, use as Christmas 
wrappings, or just leave the set on 
your desk as a reminder. What 
ever you do, have a Merry 
Christmas.” 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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Good timing and eye-catching cartoon treatment 
stimulated display space attendance and brought 


in nine new accounts for Barler Metal Products 
Co. Here’s howa... 


SIMPLE LETTER CAMPAIGN OVERCOMES 
FURNITURE BUYERS’ SALES RESISTANCE 


by Tevie Jacobs, President 


Tevie Jacobs Agency, Indianapolis, Ind. 


Reporter's Note: Time and time again, direct mail shows its true colors 
as a solver of tough sales problems. This short case history shows once 
again what direct mail can do to overcome sales resistance. In this 
case, it's in the home furnishings field. Barler Metal Products Company 
of Goshen, Indiana, manufactures metal cabinets. But they were faced 


with a real problem: furniture buyers were against metal furniture 
because of prior cust ploi on other brands. Tevie Jacobs, F 
president of the Indianapolis agency for Barler tells how the problem 


i “supposed to be too busy to read 
wee seived. Read his brief bachgrovad report. Read the lowers. Then a lot of mail at the retail management 
read the accompanying review of the overall program by Joe May- ” 
berry, Barler’s assistant sales manager. Once again . . . Simple letters and buying level.” It ain't so! I ake a 
produced problem-solving sales results. look at the four-letter campaign we 
did last summer for Barler Metal 
Products, Inc., of Goshen, Ind., and 
Scranton, Pa. Although it was very 
simple, the report shows how effec- 
tive it was in opening up new ac- 
counts and getting buyers to come 
to the firm’s display at the June Fur- 
niture Show in Chicago. 


URNITURE PEOPLE are popularly 


While Barler is an old firm, it did 


not have much of a sales force until 
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five or six years ago when there was 
a change of ownership and policies. 
Prior to that time their production 
had gone mostly to mail order and 
retail chains. 


One of the problems Barler sales- 
men had been encountering was the 
feeling by store buyers that the firm 
was still catering to chains. The other 
was a reluctance to feature metal 
cabinets in their stores because of 
previous sad experiences with cheaply 
made products. 


To help overcome these problems. 
to open some new accounts and to 
get more buyers to visit the firm’s 
space at the Furniture Mart, we de- 
cided to go into the campaign during 
the month prior to the Market last 
June. 


To attract the interest of the read- 
ers. we decided to use a simple car- 
toon technique and avoid all fancy 
printed inserts other than the reply 
card. We wrote the copy and did the 
layouts here in the agency. The pro- 
duction was handled at the factory 
by Joseph Mayberry, assistant sales 
manager of the firm. Joe, who says 
he is “something of an artist,” did 
the art work on the third piece, which 
was an invitation to the display at 
the Furniture Market. 


Joe’s Review of The Direct Mail 
Program tells the rest of the story. @ 


Liddy 


WE'RE HAPPY; 

WE NAVE A NEW space, 
NOW WE CAN snow Mone 
AND WE CAN SHOW 


REVIEW OF BARLER FURNITURE DIRECT MAIL PROGRAM 


by Joseph Mayberry, Asst. Sales Mar. 
Barler Metal Products Co., Goshen, Ind. 


ACTION: 


We mailed a total of four letters within a 1-month period as follows: 
Letters 1, 2, 4—to a total of 6,100 registrants at the January 1957 Market (Chicago) ex- 
clusive of Barler mailing list. Letter 3 went to above plus Barler list. Total 10,400. 


costs: 
Printing and folding letters $ 185 
Printing post cards 128 
Preparation (art) 88 
Labels . 50 
(In addition were overtime and some outside labor costs). 
RESULTS: 
Return post cards were received as follows: 
Ist Mailing . 121 
2nd Mailing 74 
4th Mailing 52 


IMlinois 27 Missouri W 

(Chicago) 4) New Jersey 1 
Indiana 29 New York 19 
lowa . . 1 Ohio 24 
Kansas . 1 Pennsylvania 16 
Kentucky 6 Tennessee 5 
Michigan 22 W. Virginia 3 
Minnesota 3 Wisconsin 21 


In addition to card resp a of letters were the result of the mailing. How- 
ever, these are not measurable. 

Traffic in Barler Space—obviously stimulated by the mailing. All salesmen reported it was 
frequently mentioned. Some buyers even bringing the third letter with them. This stimulo- 
tion extended into The Houseware’s Show at Atlantic City. 


Sales at market—several orders are traceable to the mailing. As nearly as we can de- 
termine there were nine new accounts booked for a total of about $2500.00. 


FOLLOW-UP: 


Letters of follow-up were sent to all responses, with a few exceptions. Catalogs and 
price lists went to all. In cases where we are not represented a special letter was sent. 
Response cards were turned over to salesmen, who are to follow with personal calls and 
special reports of these calls. At this writing, we have had good results from these calls. 


SUMMARY: 


Our objectives were 1. Stimul ttendance at space for both new and regular customers. 

2. Obtain response for future cultivation. 3. Sell more cabinets. 

We accomplished our first two objectives with satisfying results. The final test is sales. 

Twenty new accounts of $500.00 per year volume will make this entire program extreme- 

ly profitable. This result must be made only after we have had time to follow-up per- 
lly on the pr ts 
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In the November, “57 Reporter 

(page 29) we showed an inexpensive, 
simple newsletter created by publicity- 
public relations man Milt Riback . . . 
and told how Milt’s monthly mimeo- 
graphed missive to ad agency execs 
helped him develop new clients. 

Since then, we found another pub- 
licity agency which has been using the 
inexpensive newsletter technique ef- 
fectively . . . for the past ten years. 
It’s Benn Hall Associates, 47 East 61st 
St., New York, N. Y., who have stead- 
ily increased their business with a 
low-cost direct mail communication 
called the BHA Newsletter. Usually 
offset or mimeographed on a legal- 
size blue sheet, the BHA Newsletter is 
sent to a list of clients and prospects 
about every three months. Here’s what 
president Benn Hall tells us about its 
editorial-promotion content: 

“We try to ‘sugar coat’ our sales 
message and include a fairly high per- 
centage of non-selling material. 
Roughly, | would say that three quar- 
ters of the material is non-selling; but, 
of course, the hope is that it all ‘con- 
ditions’ prospects to think more of 
publicity and, specifically, Benn Hall 
Associates in connection with pub- 
licity.” 

From time to time, Hall Associates 
uses small enclosures with their news- 
letter, such as a wallet calendar with 
proof readers marks on the back. 
Benn Hall believes these inexpensive 
extras are always welcome. 

“While no exact statistics are avail- 
able,” says the publicity agency head, 
“I know that we have gained many, 
many new clients over a ten year 
period through the use of this inexpen- 
sive direct mail piece.” @ 
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ANOTHER LOW-COST NEWSLETTER 
GAINS MANY NEW CLIENTS FOR 
PUBLICITY AGENCY 


BENN HALL ASSOCIATES 
47 EAST 61 STREET, NEW YORK 21 
Témpietor 6.8360 

1946) 9/26/57 


B H A Newsterter 


"JUVENILE LIT SALES" Good juvenile literature might be promoted ‘in the 
right way" according to Promenade Magazine with 
copy something like this: “ ‘Huckleberry Finn': Adventures of a real crazy 
J.D. in the hot, fetid Mississippi area. This volume is said to have inspired 
Willie Sutton, Al Capone and John Dillinger. "' 

"Little Women’: Four saucy girls in a spicy 
chronicle of Civil War. Feeling ran high!" 

" "Wizard of Oz': Modern-minded girl chooses the 
dangerous road--with three oddballs. Does she get anywhere? Read the racy 
answers!" 


" 'Swiss Family Robinson'; Rollicking, spice satire 
on a modern family that spends all its time lolling on the beach!" 


STATISTICS A recent report has it that there are 
—————~_ more than 100,000 people engaged full- 
time in public relations. In commenting upon this 
Tact Editor & Publisher mentions that the develop- 
ment of public relations has been beneficial "in 

two ways to newspapers. Public relations men have 
been helpful to newsmen in covering the news of our 
industrial complex which would be difficult to do 
without such assistance; and p.r. men are more and 
more persuading top management to be accessible to 
reporters rather than to try to hide information 
from the press." 


REFERENCE BOOKS Although reference books get relatively minor attention 
on book pages, through the years we have successfully 
publicized many such books including encyclopedias, dictionaries, atlases 
and text books. We'll be glad to report results of various campaigns in 
detail to interested publishers. 


BOOK MARKS New York Times payroll is $86,000 a day! ... Doubleday & 
Company is the only book publisher which made the list of 100 
leading newspaper advertisers, according to the Bureau of Advertising of the 
American Newspaper Publishers’ Association in 1956. Doubleday was in 38th 
position with an expenditure of $2,452,387... Book publishers spent a total of 
$9,518,000 in newspaper advertising in 1956, a gain of 9.8% over 1955. 


BOOKS NEED "off-the-book page" publicity. It's 
no news, however distressing it is, 


— that too few media review books. Statistics: About 
11,000 books are published yearly; (only some 100 
; printed media regularly review books in anything 
resembling adequate space.) But here's another 


reason for using BHA "off-the-book page’ publicity 
(which, of course, also includes book pages.) Editor 
and Publisher discloses that "culture" (art, books, 
music, records, stage and movies --combined) 
average 5. 75% of news-feature space in 26 leading 
Sunday newspapers. This compares with sports with 


8. 10% and women with 7. 75% or TV-radio 5. 25%. his m 
For many books "off-the-book-page"' space is almost SNOW! 
the only way to call them to the attention of buyers felt fin 
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“RIGGERS 


GET NO APPLAUSE” 


If you ever “helped” unload a circus at 7 a.m., you may 
have seen the Riggers at work setting up the Big Show. 
Their job is done long before the audience arrives, yet 
they add a skill and “‘know-how”’ that is as important 
as the star performer. 


In much the same way, the Peninsular Paper Company, 
and Peninsular Merchants stand ready to play a part 
in your production planning. Fine stock lines like this 
new Snoweave, or special designed cover stock which 
eS Peninsular can produce in economical, small quantities 
can often help you achieve the perfect wedding of message, 
art and printed appearance. 
. Like the Rigger, we don’t expect applause . . . we get our 
satisfaction from the perfection of your finished piece. 
Invite your Peninsular Paper Merchant to your next 
pre-production planning session, and see. 


PENINSULAR 


Cover stock specialists now in our 90th year 


his message is printed on a new Peninsular stock . .. 

SNOWEAVE. Notice the brilliant white color, and fine ° 
felt finish. Snoweave is a distinctive stock with out- F~OJALANA ' TUSCAN COVER @ ECONOMY COVER © ORKID COVER 
standing ability to reproduce halftones and heavy ink - ' @ DUPLEX COVER @ BERMUDA DUPLEX @ ZAMORA 
coverage on letterpress or offset. Available in text and Stock mes COVER®PAB COVER @TWIN TONE COVER WOLVERINE 
cover weights. COVER@ ANGELO TEXT eSNOWEAVE COVER AND TEXT 


PENINSULAR PAPER COMPANY « YPSILANTI, MICHIGAN 
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TERS 
AS LOW AS 


YOU GET ALL THIS: 


® letterhead One Color on 25% Rag Bond 
® Salutation Fully Personalized 
© Letter With Typewriter Impression 
; © Signature in Blue Ink 
i : ® Letter Folded and Inserted 
| © You Get Printed Envelope 

@ Your Postage Applied 

WRITE FOR PARTICULARS 

GIVING YOUR REQUIREMENTS 


*Price on Five Mailings of 25,000 Each. 
Two Mailings of 2,000 Each as Low as 13%c. 


404 E. Capitol Ave., Little Rock, 
Telephone FRanklin 6-2451 


WONDERFUL 
IDEA 


The most striking letter received 
duri the pre-Christmas season 

Mari A. Dudley, 
in industrial advertising, 1742 
Camino Real, Mountain View, Calif 
Attached to letter was a c — 
dollar bill. As mentioned in cuttle- 
butt, we want to print every word 
of this unusual letter. Here it is: 
Dear Henry, 


on month g is my business. . 
es here, and candidly 
I an very little to give, pt as one 
must have in this business, a tongue 
and a typewriter that’s paid for. 

The enclosed bill isn’t much but it can 
be a start. If you are planning to con- 
tribute to some favorite charity, please 
add my money to yours. 

Or if you prefer, add a little to this 
and pass it on to someone else on your 
list with the same suggestion. 

However, if you are swamped, and I 
know you are, just hand it to some guy 
who looks like he could use it, or to a 
child you pass on the street. 

But whatever you do with it, when it 
leaves your hand, please say a prayer in 
own for better understanding 

you for your time, 
Hank. iow Christmas and God bless 


(signed) Mari 


Reporter’s Note: Think you will 
all agree that this is a wonderful 
idea. We added additional dollars 

and sent them along to the 
March of Dimes campaign. 


A Short, Short Lesson 
In Letter Writing 
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UPGRADING 
LETTER COPY 


by Paul J. Bringe 


Milwaukee Dustless Brush Co. 


Have you ever written a sales let- 
ter that does not tell the prospect 
what you are selling? This is not 
easy to do particularly if your letter- 
head identifies your product or serv- 
ice. 

The letter from Public Relations 
Service Company does this job very 
nicely—if you can detect the service 
being offered you have a fine sixth 
sense. The booklet the writer men- 
tions was sent previously so there 
was no enclosure with this letter to 
give the least clue about what was 
being offered. 

The writer says “direct mail is 
usually cold and impersonal” and 
that’s why he is sending this personal 
note. Yet the letter is offset along 


with the letterhead and it carries a Ss SERVI are 

processed signature. How impersonal BLIC RELATION ss 


This letter could serve as the Uni- 
versal Sales Letter. It can be used 
for any business with equal results 
which will be zero. 
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After such a fiasco how refresh- Dear Sir: a folder, 
ing to receive the Crystal Tube Corp. we sent you adda 
tte H f | k several day jaining the serv why 1 want to 
etter. Here is a fellow who knows Goodbye”» ond fad pore” 


exactly what he is selling, tells you old and 
about it in the first sentence and nate 
includes a sample. The way he pre- 
sents the sample with milk can il- 
lustrated tells the whole story in a 
fraction of a second. This letter can- 
not fail to get 100 per cent reader- 


is usually 


yded a return _ to stres® that missiona the minute 


We incl 1 wou 
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ship from all who open the envelope. vo the Post ight fF YO of owr com 

user experience and savings and then service we give qur organization 
offers more information. Attention, ings we do that YU 
Interest, Proof, Action—the perfect que Cor a service: 


sales letter formula. This letter can’t 
miss. Can you use samples in your 
letters? 

The first letter cannot be rewritten. 
It would be difficult to write about 
nothing in more general terms. The 
second letter doesn’t need rewriting 
— it’s fine just the way it is. 


m nta 
o for you ay be of adva tart. 


P 
thing doe* come sincerely yours. 


A. McNeill, JF: 
President 


FEBRUARY, 1958 
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ENVELOPES 


e Cut CLOSURE COSTS 
by ONE-THIRD or More! 


« Get BULKY CONTENTS 
to Addressee Safely! 


Catalogs, price lists and other 
bulky enclosures can be in- 
serted and securely sealed by 
one person where two formerly 
did the job using clasp, mois- 
ture type gum or even “tucking” 
flaps. Tension TOUCH’n SEAL 
seals at a touch—without 
moisture. 

NOW THAT “OVER LETTER -SIZE” 
3RD CLASS MAIL CAN BE SEALED 
... you'll save both time and 
money with the Touch ’n Seal 
closure. Ideal for small and 
large mailing operations or 
everyday mail room use. Many 
sizes in stock for immediate 
delivery — both open end and 
commercial (open side) styles. 


HAVE YOU SEEN 


"The Influence of 
Envelopes,” a full color 
movie telling the fascinat- 
ing story of the envelope 
from paper to ultimate use. 
Available at no charge to 
interested groups. Write 
, for details. 


Tension Envel orp. 
at 1 Street 
Kansas City 8, Missouri 
Please send me FREE SAMPLES of 
Tension Touch ‘n Seal envelopes. | 
would like more information about use 
of your full color movie. 


“Reed-able Copy” 


A Clinic, Condustil by Reed 


Your Prospects 
Are More Hep 


It's about time writers of direct 
mail copy took another look at the 
people they try to influence by mail. 
The days of the 12-year-old mentality 
you tried to write down to in the past 
are gone. 

As Dr. Martin Grotjahn, a Cali- 
fornia psychiatrist, puts it—“People 
are becoming more mature in their 
judgment.” 

The movie moguls have discovered 
that you and I and the people we 
want to sell have become more 
sophisticated lately. They're choosier. 
They know more. 

Reports have it that studios which, 
a few years ago were flooded with 
fan mail, are now getting only a 
trickle. At one time, the pop-eyed 
public believed all the ballyhoo put 
out by press agents. Today most Hol- 
lywood stories are viewed with skep- 
ticism. 

As Lloyd Shearer says in a Parade 
article: “Years ago a manufacturer 
could come out with a Joan Craw- 
ford dress that would sell like hot- 
cakes merely because it was the kind 
of dress Joan Crawford wore. Today, 
who cares? Only kids have heroes 
now.” 

Not too many years ago, before 
communications had been developed 
to their present state, pictures in a 
Sears Roebuck catalog were really 
“news” to those in outlying districts. 
Today, these same people watch TV 
and see Broadway shows, discussions 
of world affairs; they hear more 
music, have learned something about 
geography from the newscasters, and 
it’s pretty hard to convince them 
something is NEW when they’re sur- 
feited with the word “new” by every 
TV pitchman day after day. 

Perhaps in your copy you're not 
giving the average reader credit for 
this increased sophistication brought 
on by visual communication. 

Perhaps we are writing down to 
our prospects. When we should be 


appealing to this new sophistication. 

You can’t sell a present day pros- 
pect on the Barnumesque egress. He 
knows it’s an exit. It's about time 
we dropped the word “amazing” 
from our copy. It’s difficult to amaze 
people in 1958. You're writing to a 
hep prospect these days. You can't 
bamboozle him any more. Even that 
word bamboozle isn’t used any more. 

Where once you were writing to a 
wide-eyed prospect you could im- 
press with blown-up claims, you are 
now writing to a prospect with his 
eyes wide open. And there is a 
difference. 

A Revolt Against 
Revolutionary 

Every day several million people 
are asked in writing by users of di- . | 
rect mail to believe that a product is 
revolutionary. 

Unless the word “revolutionary” 
carries with it supporting copy telling 
why this product is “bringing or 
causing great changes” (Thorndike- 
Barnhart definition), the word is 
pure hyperbole without any sales 
value at all. One letter attempting to 
sell a subscription uses the word 
this way: “The (name of magazine) 
has practically created a gardening 
revolution in America.” The writer 
of that letter watered down the word 
with the qualification “practically.” 

A seller of plastic products starts 
his letter: “Styratone colors are 
sweeping the country.” Which is an- 
other way of saying revolutionary. 
Nobody believes it, of course. So why 
say it? 

Still another subscription letter 
uses in its lead sentence the phrase: 
“. .. completely different, new maga- 
zine that is taking the country by 
storm!” Call this, if you will, a re- 
volt against revolutionary, sweeping 
the country and taking the country 
by storm. Such statements weaken 
rather than strengthen direct mail 
copy. Such cliches should be laid to 
rest along with “Yours of the 14th 
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ultimo” and “We beg to remain” that 
Cy Frailey used to rail about. 


Logic? 


In the same letter pinpointing the 
gardening revolution appears this 
gem: “Act at once to enjoy better 
tasting vegetables and more garden 
beauty.” Even a 12-year-old would be 
unimpressed with such vapid drool- 
ing. How acting at once could help 
me enjoy better tasting vegetables 
and more garden beauty is certainly 
beyond my comprehension. 


Copy Cats 


I was talking to one of my good 
copywriting friends recently about 
the use of trite, illogical, and unbe- 
lievable copy that jams the mails 
every day. “Why,” I asked him, “is 
there so much of this tripe being 
used?” “Simple.” says he. “Imita- 
tion. When someone started attaching 
extra value stamps to their letters, 
hundreds of users of the mails imi- 
tated the idea. Of course, they didn’t 
know whether the stamp idea pro- 
duced results or not, but it looked 
good to them, so they got into the 
act. 

“Some poor soul struggling over 
a piece of copy and at his wit’s end 
for an ending to a letter, thought up 
“Act now.’ It sounded good to other 
copywriters, so they adopted it. The 
same goes for ‘Without obligation. 
and all of the other drab and now 
meaningless phrases. 


“You're fighting a losing battle. 
fellow. As long as there are creative 
writers there will be copy cats who 
prey on them. It never seems to 
occur to an imitator that he may be 


imitating the failures just as often as 
he imitates a success.” 

We don’t see so many of those 
letters carrying discount stamps any 
more. You know what we mean. The 
letters that say: “Paste this stamp 
on the attached card and return it 
for 25 per cent discount.” We won- 
der why. Perhaps because it violates 
one of the basic principles of good 
direct mail and mail order—make it 
easy for the prospect to buy. Licking 
and pasting a stamp on a return card 
puts the prospect to extra trouble. 


Phony 


Got a letter recently that starts out: 
“A mutual friend suggested I write 
you today, because there is such an 
unusual opportunity for an ambi- 
tious, reliable person in your com- 
munity to earn a big income in his 
spare time or full time supplying 
the ever increasing demand for our 
products.” The writer of such a letter 
knows he’s lying. The recipient must 
have some doubts about there being 
such “A mutual friend.” “Liar” is 
a strong word. But what other tag 
is there for someone who broad- 
casts direct mail that is patently un- 
true? 

I seem to be carrying an armful 
of torches this month, but I’m a big 
guy and I can carry a lot of them. 

Let’s get away from being revo- 
lutionary, sweeping the country, tak- 
ing the country by storm, and dream- 
ing up mutual friends who have 
asked us to write a prospect. Let’s 
get back to telling the truth inter- 
estingly, convincingly, and quit try- 
ing to out-Barnum Barnum. By do- 
ing this we may not get the quick 
buck from the unwary. But, over the 
long pull we'll find our direct mail 


will do the job we want it to do— 
build confidence and pave the way 
for future orders, instead of leaving 
in our wake a bunch of unbelievers 
who keep yelling “junk mail” and 
with a reason. 


It Must Be Believed 


C. B. Mills, one of the most suc- 
cessful practitioners in the use of 
direct mail, now and then shares 
his knowledge with his fellow man 
in an occasional speech before in- 
terested groups. In case you don’t 
know, or know of, Charlie Mills (oh, 
but you must) he’s the guiding light 
of O. M. Scott & Sons Company, the 
lawn seed people. 

Years ago, in 10 words, he sum- 
med up the attitude every customer 
takes toward direct mail . . . “The 
hell with your grass seed. How about 
my lawn?” 

Here’s another paragraph lifted 
from one of his published speeches. 
Absorb it, copywriters. It makes won- 
derful sense: 

“I have always had the feeling that too 
many people who try direct mail, attempt 
to accomplish too much too fast. It is at 
its best when employed for a confidence 
building program, not for the Alice in 
Wonderland type of selling. To be effective, 
it must be believed and to be believed it 
must be reasonable. Just because you never 
saw the people before and probably never 
will, one shouldn't attempt to deceive them 
by saying something on paper that we 
wouldn’t say if looking the prospect straight 
in the eye. ‘Nothing,’ said an advertising 
speaker years ago, ‘is worth advertising 
which would not sell itself if the truth 
about it were known.’ When a person buys 
the product it is going to be to your advan- 
tage if there is a close similarity between 
the picture you've painted in words and the 
product itself. If there isn’t, you may have 
a one purchase customer. I mention this 
because in years past, direct mail adver- 
tising has frequently been accused of mis- 
representation because it seemed so easy.” 


IN OUR FIELD, WE’RE TOPS 


And our field includes men’s wear, women’s wear, textiles, home furnishings and 
footwear. We publish the leading newspaper for each of those industries. We 
know who’s who. That’s why our mailing lists of retailing and manufacturing 
executives are the finest available—anywhere. We've got the facilities to compile 


and maintain them. It’s the best way to reach the most upper-income prospects. 


FAIRCHILD Mailing List Division 


A division of Fairchild Publications 
7 EAST 12th STREET, NEW YORK 3 e AL 5.5252 
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contrary 
to popular belief— 


anybody 


can write 


direct mail 


Not everyone, however, 
can make it pay. Not 
everyone can scientifically 
plan its use, prepare it with 
the professional touch, and 
properly evaluate results for 
future guidance. That’s a 
job for specialists! Like for 
instance the Buckley Or- 
ganization, with 36 years 
of specialized mail selling 
experience. If you’re in- 
terested in a greater meas- 
urable return from your 
direct mail investment— 
let’s talk it over. 


Write, or phone RI 6-0180 


THE BUCKLEY 

ORGANIZATION 

PHILADELPHIA NATIONAL 
BANK BUILDING 


PHILADELPHIA 7, PENNSYLVANIA 


MILL CONTEST 
BRINGS 51.5% RETURN 


NEENAH, Wis.—There’s no doubt 
about it; when you get a return of 
51.5 per cent to a direct mail cam- 
paign-contest you must have some- 
thing pretty spectacular. 

That was the response to a special 
mail contest conducted through Min- 
nesota Paper and Cordage Company, 
Minneapolis, Minn., by Kimberly- 
Clark Corporation to introduce a new 
business paper—Munising Bond. 

The Munising Bond Identity Con- 
test was a six-piece direct mail pro- 
motion sent to a select group of 
1,100 printers, lithographers, adver- 
tising and sales promotion people and 
other printing paper customers and 
prospects in Minnesota. 

Part of a famous landmark or sub- 
ject was illustrated by a large, photo- 
graphic blow-up with a short clue- 
caption on each of six folders. The 
contestants were required to identify 
correctly all six subjects; a_ self- 
mailing card for this purpose was 
enclosed in several of the weekly 
mailings. 

Of those contacted, 567 submitted 
entries in the contest. “First Prizes” 
of a desk pen set were sent to 555. 
Only a dozen failed to identify cor- 
rectly all six clues, which were: 
Mona Lisa, Venus de Milo, Indian 


God of Peace, in St. Paul; Foshay 
Tower, in Minneapolis; and Paul 
Bunyan, in Bemidji, Minn. 

The contest was equally effective in 
achieving the intended objective of 
introducing Munising Bond. 


To create additional interest in the 
contest, three special mailings were 
made to the sales force of Minnesota 
Paper and Cordage during the pro- 
gram. These were a bag of grass seed 
(sales must be planted) ; a sprinkling 
can (they must be cared for); and a 
trowel (they must be cultivated). 

Don E. Turnquist, president of 
Minnesota Paper and Cordage Co., 
notes that the contest was responsi- 
ble for increased activity for Munising 
Bond. He credits the contest for stimu- 
lating a great number of initial small 
orders as well as some large ones. 

“It was the intention of the cam- 
paign to create as much interest and 
enthusiasm on the part of the mer- 
chant salesman as well as to catch the 
attention of printers and advertising 
agencies,” remarked H. U. Hoffman, 
brand manager for Kimberly-Clark 
business papers. 

Similar campaigns may be carried 
out in other key markets later this 
year, Hoffman said. 
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GOOD 
EDITORIAL 


The following editorial appeared in 
the September 1957 issue of Apparel 
Manufacturer. Seems to us it makes 
more sense than some of the asinine 
material given to the nation on the 
October 6, much-publicized Ed Mur- 
row’s See It Now Post Office program. 


NO! NO! NO! ON POSTAL RATE 
INCREASES! 


I would like this small voice to say 
something about the proposal to raise 
postal rates. 

It is my personal opinion that the 
Post Office should be run to help both 
busimesses and the people just like 
the Department of Agriculture is to 
run to help farmers and people . . . 
as a service and not as a self-sustain- 
ing business! 

The Department of Agriculture, 
with its hundreds of millions of dol- 
lars of subsidies in the form of price 
supports of agricultural products, soil 
banks, and other schemes for aiding 
the farmer and the citizens of the 
U.S., shows deficits of many, many 
millions of dollars. 

Little hue and cry are raised about 
these huge losses suffered by the De- 
partment of Agriculture. 

But I, being a business man — and 
a small one at that (just like a 
farmer!) — observe the help given 
the farmer and therefore feel that the 
Post Office should not worry about a 
deficit (as the Department of Agri- 
culture doesn’t worry about a deficit) 
and should continue to help me, as a 
business man and as a citizen. 

It is not proper to consider that any 
department of the United States must 
be self-sustaining, as the Postmaster 
General would like! The Departments 
of Defense, Agriculture, Health and 
Welfare, and every other department 
of our Government operates as a 
service to its people and its costs are 
borne by taxes. Why should the Post 
Office Department single itself out to 
be a profit making organization? The 
approximately 70 billion dollars of 
taxes that are collected should pay for 
everything! 

Why should the business man who 
uses and needs the Post Office, and 
the taxpayer who uses and needs the 
mails, be discriminated against — 
while the farmer gets bonus payments 
for not using his field, gets price sub- 
sidies, and gets aid from technical 
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experts whenever he needs it? This 
is a form of discrimination and abuse 
that must cease! The real pity of it 
is that the farmers have a voice — 
one of the most powerful in Washing- 
ton and the State Capitols — that is 
all out of proportion to their size in 
terms of population. Yet the city 
people remain speechless, and small 
businesses in particular are abused by 
those who should aid them most! 


UNUSUAL DIRECT 
MAIL RESEARCH 


Richard Manville (research ex- 
pert), 230 Park Ave., New York 17, 
N. Y., revealed an interesting and 
unusual case history at a recent di- 
rect mail meeting. Shows what can 
be done by using an ingenious ap- 
proach. 


Here’s the story in Dick’s words 
about using direct mail for pre-test- 
ing future advertisements: 


“We did a direct mail survey where we 
wanted to learn the use habits of rope on 
the farm. i.e. What were some of the fa- 
vorite uses of a product? 


“We asked these people to fill out an- 
swers to certain questions. 


“At the very end of the questionnaire, 
we said: ‘Would you please be good 
enough to allow us to send you a gift, as 
a small token of our appreciation for your 
reply?’ (our ‘offer’ continued . . .) 


“Here are 5 books. The titles of these 
5 books spring clear from our minds; they 
had never yet been written. 


“In effect, each one of them was a head- 
line or promise. 


“The whole reason of this survey was 
two-fold. One, to learn something about 
rope use habits; and secondly, to pre-test 
a headline for a book which the agency 
was already planning to offer. 


“We found out which ‘booklets’ got the 
biggest number of replies requesting same. 


“We then sent a letter back to each per- 
son who sent us the book ‘title’ they 
checked off, and said: ‘We're extremely 
sorry, but the book you wanted is out of 
print. Meanwhile, please accept this, with 
our compliments—it’s absolutely free—as 
our way of saying thank you.’ 


“We sent them a Government bulletin 
on a similar topic . . . free of course. 


“It cost the respondent nothing . . . so 
of course, they still were very happy. We 
got some very valuable hints of what ‘prom- 
ises’ they were seeking . . . from the ‘head- 
lines’ they had selected. 


“We then reported the winning headline 
to the advertising agency. They in turn 
prepared an ad and wrote a booklet to 
meet their rope customers’ requirements. 

“The Agency then prepared an ad mak- 
ing an offer of the newly invented ‘title’; 
and from a half-page, black and white ad, 


Sales promotion problems, too, 
look different when viewed 
from different angles. 


Let AHREND look at your problem 


... from the vantage point of 
twenty years’ experience dealing 
with other “unique” problems . . . 
and creating result-getting 
solutions at low cost. 


Call Herb Ahrend 
at PL 1-0312 
or write 


AHREND 


ASSOCIATES 


601 Madison Ave. 
NEW YORK 22, N.Y. 


SPACE on the drawing board is 
translated into compelling layouts 
—and successful direct mail 
promotions —by the truly creative 
art director. Like to see samples 
of promotions created for clients? 


MAILOGRAPH CO., INC. 
39 Water St., New York 4 


“Successful Direct Mail Art Since 1920.” 


P.S. .. . Write today for your FREE 
copy of our “Thinkubator of Ideas.” 
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LIVE ACTION 


MAIL ADVERTISING 
LIP-TAGS and 
LIP-OPENER ENVELOPES 


Imagine—zippers on envelopes! Zip open 
and out pops a string of tags. Surprise— 
Yes! Impressed—Definitely! 


Here's an entirely new vehicle for your 
advertising. Multiple tags add impact - 
with point-by-point delivery. Single tags 


Use the ZIP-TAG format to dramatize your 
soles story or spotlight announcements. 


Increased returns are practically assured. 


See how this unique, exciting 
sales promotion idea can get 
action for you. WRITE TODAY 
FOR OUR FREE BROCHURE. 


onnelly_ 
Inc. 


CLIP BOOKS 


Send a dollar for bargain bundle 
of ready-to-use art, inchuding fa- 
mous “CLIP BOOK OF LINE 
and new “ART DIRECTOR'S CLIP 

tt."’ Plenty of art for dozens of 
paste ups 


HARRY VOLK JR. ART STUDIO 


Pleasantville 24, New Jersey 


If you MAIL fo EUROPE... 


Consider the economy of having your 
printing and mailing done on the Con- 
tinent. Newsweek, Reader's Digest and 

the New York Times have discovered 

the advantage 

Write for information—no obligation. 
Willemsparkweg 112 
Amsterdam. Holland 


DeMutator M. 


BULLETINS 


if you use form letters in lots of 25 copies 
to 100,000, you'll want to see these clever, 
4-color, preprinted letter-sized forms that 
get. ANY message off to a flying start; 
~ase attention and res REE ca 
<7 Write to NATIONAL CREATIVE SALES, 
Leggett Ave., New York 55, N. Y. 


ride free with correspondence, statements. 


as I remember, got about 137,000 replies 
requesting this ‘booklet’ which farmers had 
requested. The agency, I might add, did 
a superb job in getting results from this 
campaign but modestly asked for no cred- 

“I submit that this is an instance, and 
I hope you agree, of the proper and intelli- 
gent use of direct mail as a research tool.” 


COLLECTION LETTER 
MAKES THE 
NEW YORKER 


Sometime ago, Ed Sand, vp and 
cir. dir. of Parents’ Institute, Inc., 
52 Vanderbilt Ave., New York 17, 
N. Y., wrote a different kind of col- 
lection letter . . . in the spirit of good 
humor. Ed was sick and tired of the 
kind of hard-boiled collection letters 
good citizens often receive. Much to 
his surprise, Ed found his different 
kind of collection letter in the No- 
vember 9, 1957, issue of The New 
Yorker magazine. Of course, the item 
in The New Yorker was intended to 
be one of their snide digs . . . but it 
at least proved that the letter itself 
received attention. 

Reporter readers might be in- 
terested in seeing what the letter 
said. 


Friendly Signal From Worried Indian 
How: 

Quick, like arrow, we send you maga- 
zine, when you say, “Send me subscription 
and bill me later.” 

Clear as smoke signal, we send you bill 
you usk for—now another. 

Heap big smoke over here. No fire in 
your tepee? 

We want to be friendly Indian, smoke 
peacepipe, not be Indian Giver. 

But over on this reservation is Indien 
with big tom-tom, call Collection Manager, 
make heap big noise. He say, “Send one 
more sinoke signal, and if no see answer, 
I go build big fire under somebody!” 

UGH!!! 

So please put wampum on swift pony 
and say to him, “Go quickly!”—Letter 
from Parents’ Institute. 


Following the reprinting of the let- 
ter, the editor wise-cracked, “What 
happened to the nag we sent last 


9”? 


week ? 


SETTING THE 
RECORD STRAIGHT 


In Joe Kesslinger’s always fasci- 
nating house magazine, Back Talk 
(issue 93 . . . published at 37 Say- 
brook Place, Newark 2, N. J.) we 


found this miscellaneous item on 


THE REPORTER 


FIRST AID 


.as an outside consultant 
to publishers, mail order 
sellers, fund-raisers, clubs 
and others using direct mail 
to secure orders, inquiries, 

r “leads”. 

Areas include copy, de- 
sign, testing and all phases 
of list research and produc- 
tion economies. 
Counsel and service on a 
“one-time” job package, or 
on a continuing consulting 
retainer relationship. 
Outstanding record in suc- 
cessful multi-million mail- 
ings. 
Preliminary exploratory 
discussion in New York 
area without obligation. 


A. P. JURGENSEN 


Consultant on Direct Mail 
and Mail Order Selling 
858 Palmer Road 
Bronxville, N. Y. 
Deerfield 7-6652 


DIRECT MAIL 


directs replies...direct to you 


VISILETTER 

letter with return 
card in rear 
sleeve — unusual 
die-cut possibili- 


ENVELETTER 

letter with 
gummed envelope 
attached — excel- 
lent for question- 


CIRCU-LETTER 
self-mailer in- 
cludes personally 
addressed return 
card in printed 
sleeve. 


PIGGY-BACK i 
attached letter ; 
with reply | 
gummed envelope | 
—vused as self- 
mailer. i 
FOR FULL DETAILS, PRICES CALL 


LATHAM PROCESS-200 Hudson St.,N.Y.C.-WO 4-7740 
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DIRECT MAIL ADVERTISING 
AND SALES IDEAS 


REPORTER REPRINTS | 


HENRY HOKE LIBRARY | 


1 


10 


Reprints of Fact-Filled and Idea-Stimulating 
articles from The Reporter of Direct Mail 
Advertising: 


49 WAYS DIRECT MAIL CAN BE PUT TO 
WORK IN YOUR BUSINESS: A check list. Find 
out how many of the 49 ways you can use in your 


PARTNERS IN PROFIT: An outline of Rust- 
Oleum’s (paint manufacturer) successful manu- 
facturer-distributor campaign .............. 25¢ 


SALES MANAGER WITHOUT SALESMEN: 
Paul Bringe, sales manager, Dustless Brush Com- 
pany, Milwaukee tells how he replaced salesmen 
with direct mail advertising ................ 25¢ 


HOW IMPORTANT IS GOOD LETTERHEAD 
DESIGN? Let Joseph Koelbel of R.O.H. Hill, Inc., 
New York tell you how to improve your letter- 


HOW AN EXCLUSIVE RETAIL SHOP USES 
DIRECT MAIL SUCCESSFULLY: Gives a com- 
plete direct mail program used by Lynn’s Dis- 
tinctive Apparel Shop, Peoria, Illinois. Can be 
adapted to other retail stores ............. 25¢ 


BENJAMIN MOORE MAILS CANNED TRICKS 
TO CAPTURE WEST COAST PAINT DEAL- 
ERS: A playful report on paint promotion .. 10¢ 


SOME PLAIN THINKING ABOUT DIRECT 
MAIL: Four formulas on how to make your direct 
mail better. An outline for thinking ........ 25¢ 


CAN YOU MEASURE DIRECT MAIL beyond 
usual method of counting reply cards? Yes . . 

thru readership studies. Leonard Raymond of 
Dickie-Raymond, Boston, reports of 5 studies giv- 
ing results and illustrated material ...... -. 35¢ 


INDUSTRIAL DIRECT MAIL—Agency man Bob 
DeLay, Waldie & Briggs, Chicago shows results of 
4 direct mail a for clients plus readership 
results of each. Mailings illustrated........ 25¢ 


CHECKLIST FOR SELLING ... This is a 50 step 
method used by Old American Insurance Co., 
Kansas City, Missouri for making sure (ahead of 
time) that their direct mail package (envelope, 
letter, business reply, order form) is complete 
and well designed. It’ll help you prejudge your 


CLASSIC CASE HISTORY. This six page feature 
illustrates and tells about the glamorous 16 piece 
campaign produced by Union Bag-Camp to pro- 
mote its multiwall industrial bags to industry. 
Spectacular 35¢ 


HOW GOOD ARE RETAIL MO CATALOGS? 
Lester Harrison tackles the subjects with figures, 
common sense and reasons why. You’ll learn why 
top retailers consider this “department” essential 


Can be purchased separately or in a complete 
package enclosed in an attractive green Case 
Binder for your desk or library shelf. 


13 


14 


15 


16 


17 


18 


19 


21 


DOGS THAT CLIMB TREES: A personal ad- 
venture story, telling how one man (Henry Hoke) 
undertook the job of learning through trial and 
error the fundamentals of direct mail weak 


HOW TO GET THE RIGHT START. IN DIRECT 
ADVERTISING BY HARRIE BELL: This is the 
best textbook or outline available for training 
beginners in direct mail ABC’s $1.50 


HOW TO THINK ABOUT DIRECT MAIL: In five 
easy to read sections, it gives the basic essentials 
for the successful use of direct mail $1.00 


HOW TO THINK ABOUT LETTERS BY 
HOWARD DANA SHAW: A reprint of thirteen 
thought provoking articles by the Philadelphia 
$1.00 


HOW TO THINK ABOUT READERSHIP OF 
DIRECT MAIL: What is a normal result percent- 
age from direct mail? Ranges from zero plus to 
100% minus $1.00 


HOW DIRECT MAIL SOLVES MANAGEMENT 
PROBLEMS: Direct mail isn’t worth considering 
unless it actually solves for you a specific manage- 
ment, promotion, publicity or sales problem $1.00 


HOW TO THINK ABOUT SHOWMANSHIP IN 
DIRECT MAIL: This study has helped many 
people to do a better job with their direct mail, 
whether it be simple or elaborate .......... $1 00 


HOW TO THINK ABOUT MAIL ORDER: This 
important study explains exactly what “mail 
order” is. It gives the opinions of a score of com- 
petent experts in the field... , attempting to 
define “the real secret of success” $1.00 


HOW TO THINK ABOUT PRODUCTION AND 
MAILING: Contains an outline for training pro- 
duction and mailing supervisors. A 16-page sup- 
plement included free on list building, buying, 
renting and maintenance $1.00 


HOW TO THINK ABOUT INDUSTRIAL DI- 
RECT MAIL: Months of surveying uncovered the 
theories, opinions and case histories of hundreds 
of practitioners in industrial advertising . . .$3.00 


1 complete set of ten direct mail books packed in 
Library Case Binder at .........6...0e00. $12.50 


(0 Send me your quantity price sheet. 

[) I’ve checked items wanted above and am en- 
closing check in payment. 

The Reporter of Direct Mail Advertising 

224-7th Street, Garden City, N. Y. 
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will help you turn your mailing 
| lists into extra dollars quickly and easily! 
This Book, by Jim Mosely, is packed with 
TESTED IDEAS and TECHNIQUES 
| gathered from 20 years’ experience — to 
| bring you added profits year after year. 
Step by step, this informative Book an- 
| swers your questions and shows you how 
to find overlooked profits from your mail- 
ing lists. Send today for your FREE 
| COPY of “How to Double Your Net 
Profits from Your Mailing Lists.” Just 
attach ad to letterhead or business card. 

| No obligation. Dept. R49 


lo Mosely MAIL ORDER 
LISTCSERVICE, INC. 
Mail Order List Headquarters 
38 Newbury 16, Moss. 


| “Mosely sends the Checks” 


Unsurpassed in Quality at any Price 


By Convine Glossy Photos 


Post Cards 
_ $26 per 1,000 


in 5,000 lots Mounted 


Enlargements 
(30x 40") $4.85 


3 & 24 HOUR SERVICE “AVAILABLE 
FULL COLOR PRINTS 
for every purpose, toste and budget 
A Division of JAMES J. KRIEGSMANN 


Plezo 7-0233 
165 West 46th S. 
oqraphers New York 19, N.Y 


WE DELIVER WHAT WE ADVERTISE 


Will Buy 
MAIL ORDER 
BUSINESS 
Write all details. No Brokers. All replies 
kept confidential. 
Box Number 21 


MAIL ORDER 
STRATEGY 


. an idea-packed manual of 
personal interviews conducted by 
Lewis Kleid. The volume is pro- 
fusely illustrated . . . showing 
samples of material the experts 
use to get orders by mail. Price 
is only $7.50 . . . direct from 


The Reporter of Direct Mail 
224 7th St., Garden City, N. Y. 


page 8: 

The Detroit Free Press awards a certifi- 
cate to the Grand Rapids Herald for the 
best crack of the year: “Running a busi- 
ness without advertising is the same thing 
as winking at a girl in the dark. YOU 
know what you're doing, but SHE doesn't.” 

Hate to spoil the credit award .. . 
but that saying was dreamed up by 
the late Billy B. Van of Pine Tree 
Soap and vaudeville fame. Billy used 
it during a speech at the 1935 Direct 
Mail Advertising Assn. convention in 
Kansas City, Mo. That convention 
was one of the first to be recorded 
with sound motion pictures. 

The Reporter has in its library 
edited versions of the film . . . and 
+ of it shows Billy himself giving 

is “working in the dark” simile. The 
exact words. Who knows. . . Billy 
may have gotten the idea from Ben 
Franklin or from reading the Bible. 
Very few ideas connected with adver- 
tising are really original. 


HOW TO 
SAVE TIME 


Paul Talbot signs an_ editorial 
which appears under the title, “The 
Back Yard,” in bulletins of the 
United Business Service, 210 New- 
bury St., Boston 16, Mass. It’s not a 
secret that Paul Talbot is actually 
Paul Babson, the big boss and one 
of the best friends direct mail has had 


over the years. A recent Back Yard | 


editorial contains suggestions which 


all of us could put to work to make | 


our hectic days less hectic. So hope 
Paul won't mind our passing his ob- 
servations along to Reporter readers. 


How often have you wished you could 
find an extra hour in the day?—-Many 
times, | am sure. 

Well, if you insist on being literal, it is 


pretty difficult to do. But you can accom- | 
plish much the same result by heeding a | 


few of these suggestions: 


1. Keep your desk orderly and reasonably | 


free of “old” material. 


2.Act on each item as it crosses your 
desk instead of shuffling it somewhere. 


If some postponement is indicated, do | 


so definitely. Don’t just leave it around. 


3. Organize your work—including the 
things that are to be passed along to 
others for execution. Their time is val- 
uable, too. 


. Be businesslike with visitors, salesmen 
or fellow-employees who may tend to 


linger. It is YOUR work that isn’t get- | 


ting done while they chit-chat. 


.Do most of your “must” work in the 
mornings. Try to have a little more 
leeway in the afternoons. 


. Use the last 10 minutes of your busi- 


THE REPORTER 


PHOTO- ENGRAVING 


You can measure the success of 
your printed promotional mate- 
rial more accurately by selecting 
“Horan” in the preparation of 
quality Black & White, Benday 
or Color Process printing plates. 
In the production of dependable 
photo-engravings the human ele- 
ment is as great a factor as the 
best of modern mechanical tech- 
niques. 

Why noi call for one of our rep- 
resentatives. 


INQUIRE ABOUT OUR 16mm SOUND COLOR 
FILM ON PHOTOENGRAVING 


ng Twenty-four Hours a Day, 
Four Shifts Every Work Day 


— P. S. A copy of “The 
Art and Technique of 
Photo Engraving” will 
aid you with your pro- 
duction problems. Send 
$2.00 


HORAN ENGRAVING CO., INC. 
44 West 28th Street, New York 1, N. Y. 
MUrray Hill 9-8585 
Branch Off.: Newark, N.J., Allentown, Pa. 


ADDRESSING 
MACHINES 


offer you the only competition 


you can find in the Addressing 
Machine industry. 


Consult your yellow telephone 
book or write to The Elliott 
Addressing Machine Co., 
127 Albany St., Cambridge 
39, Mass. 
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Why Isn’t 
YOUR Company 
in This List? 


Some of the best-known names in American 
business are on the Dickie-Raymond roster 
of clients — a few of which are shown below. 

The reason? First — more and more com- 
panies are coming to realize that they need 
experienced professional counsel on direct 
mail advertising, just as on other media. 
Second—they’ve found that Dickie-Raymond 
is a good buy. Through 36 years’ experience 
we know how to get sales leads at low cost, 
how to win profitable cooperation from deal- 
ers, how to get high advertising readership 
in key markets. 

Let’s talk about your problems. Let's see 
what Dickie-Raymond could do for you. 


TYPICAL LEADERS DR SERVES 


Aetna Life * American Cyanamid . Davol 

Rubber + Eastman Kodak + General Electric * 

New York Stock Exchange * Pan American * 

Pitney-Bowes * Railway Express * Sheraton 
* Sylvania * Wall Street Journal 


DICKIE-RAYMOND 


Direct Mail Advertising « 
NEW YORK, 225 Park Avenue, MUrray Hill! 4-3610 
BOSTON, 470 Atlantic Avenue, HAncock 6-3360 


Sales Promotion Counsel 


ssors and Paste Pot art service thot dares 
to be different. Ideas, alone, in each issue ore 
worth many times the small monthly cost. Big 
concerns you know like Prudential, U.S. Steel, 
Prentice Hall have subscribed repeatedly for 
many years. 


The S 


to cover cost 
of packing and mailing 
will bring you a 


Single issues sell for$20.00. The sample, yours 
to use, can make you hundreds of extra dollars 
if you use but a single ideo. Besides the sample, 
you will receive an unusually attractive intro- 
ductory offer. No obligation. No salesman. 
Attach one dollar to letterhead and mai! todoy 
to Multi-Ad Services, Inc., 130 Walnut Street, 
Peoria, Illinois. 


Direct Mail and Mail Order 


COPY 


@ that makes SENSE 
@ that makes SALES 
@ thot makes BUYERS wont 
to do business with you 
Write me about your plans 
or problems 
All details handled by mail 


ORVILLE E. REED 


HOWELL, MICHIGAN 
Winner of two DMAA Best of Industry 
Awards . . . Dartnell Gold Medal. . . 
Editor of IMP, “The world’s smallest 

house organ” 


| 


ness day to tidy up your desk and your 
mind for next day’s problems and pro- 
gram. Decide which items rate priority 
and tackle them first in the morning. 


Saving time is not easy—you have to 
work at it—but it can be done. A reason- 
able following of these six guides should 
give you that “extra hour” in the day. 


HOW NOT WRITE 
A LETTER 


One of our keen-eyed scouts thinks 
a certain manufacturer’s agent out in 
Ohio should be given a course in 
how to write in “cat crossed the 
street” fashion. We are reprinting the 
processed form letter which was evi- 
dently sent to a large list of manu- 
facturers. Wonder how many answers 
were received to this rambling ap- 
peal? 


Gentlemen: 


Ten years experience with forging sales 
and office work coupled with no desire to 
spend the next ten years in the same man- 
ner motivated my interest in becoming a 
manufacturer’s agent. 


There are still small concerns in this 
country that are able to operate on a rela- 
tively small overhead that do have need 
for additional sales coverage and offer 
opportunity to those working as an agent. 
In some cases this opens up a new source 
to a buyer and effects cost reductions. 


My services are available not only to the 
concerns I represent but also to the buyers 
being contacted. Inquiries on items shown 
hereon and similar parts will be appreci- 
ated. 


Where my background may offer ideas in 
design, or suggestions of standard or avail- 
able items, or possible sources of hard to 
get items in the general fields I am cover- 
ing, please drop me a letter or forward 
an inquiry. 

Very truly yours, 


(Signed) 


WE LIKE 
THIS LETTER 


TWO FROGS 


found themselves in a can of cream being 
shipped to the city. Both struggled to 
get out. One gave up but the other kept 
on agitating in the hope he would find 
some means of escape. The end of the 
journey found one frog dead at the bot- 
tom of the can, the other sitting alive on 
a raft of butter. 

We like to compare ourselves to the 
survivor in this story. Investigators have 
come and gone but after thirty years, 
Krout and Schneider are pre-eminent 
in the field, bigger and more capable of 
aiding their clients than ever. 


BECAUSE we have over fifty employees, 
each a specialist in his or her field; each 
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CUT YOUR 
MAILING 


COSTS! 
WITH THE 


MODEL 


This portable table SAXMAYER 
Model No. 6 is especially adapted 
to tie letter mail—also designed 


for general purpose tying of bun- 
dles in any sequence up to 6” high 
without adjustments. Adjustable 
legs and casters available at a small 
additional cost. 

All SAXMAYER tyers are noted 
for SAFETY — automatic releases 
where needed; SIMPLICITY — all 
working parts are interchangeable; 
not only attractive in appearance 
but also EFFICIENT — fully auto- 
matic, speedy, firm, non-slip ties, 
economical in twine and time. Let 
us prove it on our trial basis. 


Whatever your tying problem, there 
is a SAXMAYER model to meet 
it. Write us for details and litera- 


ture. 
DEPT. M 


NATIONAL 


BUNDLE TYER CO. 
Blissfield, Michigan 


5-day free 
examination! 


An entirely new 
collection of top 
flight ready-to-use 
ort for ads. promo- 
tions, editorials 
Copy lines to spork 
1000 uses. Repro- 
duction on heavy 
Krometote, in de- 
luxe ring binder 
$27.50. Iilustrated 
ndex. 


IDEA ART 
307 Fifth Avenue, New York 16, N. Y. 


iS IT EXCITING? 


Are your headlines “‘stoppers?*"’ Are they intrigu- 

ing’ Is the copy HUMAN INTERESTing! Does 

it tell, sell, impel? Bott makes advertising ex- 
citing - inviting! Write on letterhead 


“Chat Fellow Bott’. 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


| 
| 
| 
| | 
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SEND THIS COUPON! it will bring you ) 
complete FREE details about the many 
excellent new lists of mail order buyers 
we can supply for YOUR next mailing. 
Ours is a national service, used and 
relied on by many of the most successful 
mailers (large and small) in all parts of 
the country. They know, from experience, 
that we can obtain the kind of lists that 
are ideally suited to their needs. 
wilt TA DDERN wc. Chances are we have the BEST lists 
215 FOURTH AVENUE + NEW YORK 3, N.Y. | for your needs, yet they'll cost no more 
PHONE: SPring 7-7460 than ordinary lists. Our recommendation 


CHARTER MEMBER: National Council of 7 service is FREE. Simply send the coupon. 
Mailing List Brokers 


Top Performance? 
Not Today! 


So why use outmoded direct mail 
materials when the added selling 
power of natural color 

can be yours — 


1958 DM COLOR KIT 
produced in 3-D 
@ post cards @ business reply cards 
@ circulars @ stuffers 


CURT TEICH & CO., INC., 1733 W. IRVING PARK RD., CHICAGO 13, ILL. 


MAXWELL B. SACKHEIM 
Maxwell Sackheim & Co., Inc. 


FILM-LETTERING 
$1.00 PER WORD! 


Reduced or enlarged to fit your layout... nega- 
tive or positive ...No photo-print charge !...No 
photostat charge!...No minimum charge!... 
Unlimited choice of styles!...24 hour service ! 
New FREE specimen chart on request. Mail 
service anywhere in U.S.A. Address Dept. DM. 


RAPID 
TYPOGRAPHERS 
| INC. 
305 E.46 ST.,N.Y.17 
«MU 8-2445 


I am always glad to recommend Lewis Kleid. 


“The right selection and proper use of lists is vital to the success of any 
mail order proposition. The most efficient aid obtainable is the most in- 


He has never failed me or my clients.” 


expensive in the end. 


with his own developed sources of in- 
formation which, added to the office con- 
tacts, makes possible the obtaining of 
hard-to-get data. 

BECAUSE each daily report of an investi- 
gator is examined by a manager, a su- 
pervisor and/or Ed Krout or myself, our 
reports are the product of the thinking of 
two or more people—not just one. If a 
new lead is spotted by anyone, it is 
developed. 

BECAUSE we have fully staffed offices at 
strategic points along the Pacific Coast, 
you benefit in results, time and cost. The 
resources of the entire organization is at 
the disposal of each individual office. 

BECAUSE of all of these factors, you 
should save the enclosed card and the 
next time you need investigative service, 
“phone our nearest office. You'll be glad 
you did.” 

Cordially yours, 

KROUT AND SCHNEIDER 

(signed) S. A. Schneider 

Sam A. Schneider 

Reporter's Note: Even Bus Reed 

and Paul Bringe should approve of 
this fable opening to an impressive 
letter mailed by the California inves- 
tigators with offices in seven West 

Coast cities. 


EMPTY BOX 


MAILING 
John Yeck of Yeck and Yeck, Day- 


ton, Ohio, sent us a sample of a 
unique mailing his agency dreamed 
up for a client . . . Peoples Bank 
and Trust Co., 112 W. Second St., 
Dayton, Ohio. Peoples had just in- 
stalled a new air door . . . a curtain 
of warm air to keep the weather out. 
To make the announcement . . . a 
644” x 3 x 114” carton was mailed. 
Part of address label read: “Warning 
— Contains Troposphere — Within 
this box is a cross-section of the new 
front door at Peoples Bank (see in- 
side lid for diagram) .” The box when 
opened was completely empty. Pasted 
to inside top was a sheet with short 
description of new air door, how it 
worked and an invitation to come in 
and see it. Good imaginative creation. 


A Short, Short Lesson | 
In Letter Writing 


by M. W. Finkenbinder, Fulton, Mo. 
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Rates $1.35 per line 85¢ Situation/Help Wanted Minimum 4 lines 


Address: Classified Dept., The Reporter, 224 7th St., Garden City, N. Y. 


ADVERTISING 


CLASSIFIED 


ADDRESSING PLATES 


SPEEDAUMAT—Zinc Plates embossed—$35.00 
per M. 100% accuracy guaranteed. 
POLLARD-ALLING—3 line proofed and linked 
$27.50 per M. 

Advertisers Addressing System 

703 N. 16th St., St. Lovis 3, Mo. 


ADVERTISING AGENCIES 


Pulling direct selling mail order advertising 
campaigns in newspapers, magazines, trade 
papers. Publishers’ rates. Counsel service. 
Martin Advertising Agency, 15 E. 40 St., 
Dept. 33A, N. Y. LE 2-4751. Est. 1923. 


ADVERTISING WRITER. 


AAAA specialist in direct mail and mail order 
advertising available for freelance assign- 
ments. Reasonable. Box 23. 


STICKER-LABEL IDEAS 


For profit, economy, efficiency. Product, direc- 
tion, shipping labels; good-will stickers etc 
Catalog. IMPRINT of Emporia, Kansas. 


STOCK ART ‘ 


BOOK OF REVERSES — thousands of them 
for every ad purpose! C ds, pointers, 
action-getters, numbers, prices, complete 
heads, etc. In handy loose-leaf clip book 
form, ready to cut and paste. Excellent repro- 
duction quality, printed on one side of page 
only. Ideal for ads, circulars, catalogs, house 
organs. Saves hundreds of dollars normally 
spent for individual reverses. Write for your 
Book Of Reverses today! SEND NO MONEY 
—your card or letter brings it by return 
mail. Look it over for 10 days, then remit 
only $12.50. If not pleased, return book and 
owe nothing. PRINTEX ADVERTISING SERV- 
ICES, P.O. Box 805, Brownwood, Texas. 


COPY THAT PULLS 


Winner DMAA, Sales Management and other 
awards offers part time or free lance counsel 
and copy. Sound merchandiser gets results. 
Write Box 22, The Reporter. 


CANADA'S BEST MAILING LIST 


275,000 live names on Elliott stencils 
Call your list broker—TODAY 
or Tobe’s, St. Cotharines, Ontario 


FREE MAILING LISTS 


OVER 2 MILLION NAMES ON PLATES 
GUARANTEED 100% ACCURATE 
ELECTRONIC SELECTED 
CONSTANTLY CORRECTED 
Retailers-Wholesalers-Manufacturers 
Banks-Churches-Institutions 
Choice of 350 Other Lists 
“We Charge ONLY for Addressing” 
(Usually Completed within 3 Days). 
Write for FREE Catalogue. 
SPEED-ADDRESS KRAUS CO. 

48-01 42nd St., Long Island City 4, N. Y. 
STillwell 4-5922 


Direct Mail Proven Buyers. Over 790,000 Alpho- 
Geo Names. Buyers of Books and Magazines 
on Gardening, Farming and Health. Active 
and clean expires. Your Broker knows our 
reputation for results. Rodale Press, Emmaus, 
Pa. 


For Sale—280,000 names of Industrial firms— 
on sheets or |.B.M. cards — can be had by 
financial rating and/or category—Box #27, 
The Reporter. 
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Mailing Machines and Supplies 


REBUILT ONE YEAR GUARANTEE. 
Addressographs, Graphotypes, Speedaumat, 
Elliott Machines. Also plates, stencils, frames, 
trays, cabinets. Embossing Addressograph 
and Speedauymat plates. Also, mail bag 
racks, Tying machines, Sealers, Folders, Letter 
Openers and Pitney Bowes. Mailers, 40 West 
15th Street, New York 11, New York. 


“HELP WANTED — MALE” 


DIRECT MAIL 

PROMOTION MAN 

NEEDED! 

Large, long-established direct - selling 
firm in New England city of 100,000 
seeks top promotion and advertising 
executive. Exceptional opportunity for 
strong, experienced man with successful 
record, to take complete responsibility. 
Prefer background in mail order or 
direct-selling. Top salary and splendid 
arrangement to the right man! Write in 
complete detail. No resumes considered 
unless accompanied by earnings history 
and present financial requirements. Box 
24. 


MAILING SUPPLIES 


CARBOFF . . . 3 x 5 Index Cards for making 
copies of Mailing Lists while addressing en- 
velopes or letters. Self-Copying, No Carbons, 
$1.70 per 1,000, f.o.b. Rochester, N. Y. Also 
CARBOFF Seif-Copying papers and Address- 
ing Labels. Samples and prices on request. 
WAXON-CARBOFF, Inc. 
8 Commercial St. 
Rochester 14, N. Y. 


DIRECT MAIL EQUIPMENT 


Rebuilt & Guaranteed Addressograph—Speed- 
aumat—Elliott Addressing Machines. Grapho- 
types — Cabinets — Trays — Plates — 
Frames. Multiliths — Postage Meters — Tyers 
etc. Surplus Equipment Purchased. 

James Eckstein 
326 Broadway, N.Y. 7, N.Y. HAnover 2-6700 


OFFSET NEGATIVES AND PLATES 


1250 Multilith & 221 Davidson line negs. $2, 
with h/t $3. Line plates $3, with h/t $4. 
CWO. Also Igr negs & plates. All ptg services 
available. ABC, 2107 Market St., Phila. 3, Pa. 


HELP WANTED 


COPYWRITER. Heavy correspondence school or 
book club experience. Oppt. for advancement 
in fast growing, medium-sized 4A agency with 
diversified accounts. Please send resume, indi- 
cate salary expected. Our staff knows of this 
adv. Box 26, The Reporter. 


SPEEDAUMAT ZINC PLATES 


New York's biggest and best embosser places 
47 Graphotypes and 90 skilled operators at 
your disposal for fast, accurate embossing of 
your lists at rock bottom cost of $35.00 per 
thousand. Day and night shifts assure prompt 
delivery on the date promised. No Alibis. Cir- 
culation Associates, Inc., 226 West 56th Street, 
New York. JUdson 6-3530. 


EQUIPMENT WANTED 
INSERTING & MAILING MACHINE WTD. 
6 Station Preferred, will consider 4 station, 
Give Make, Model, Age. Box 25, Reporter. 


FOR SALE 


GRAPHOTYPE: Model 6383. Very good con- 
dition. $450. FOB Wash. HARRY J. ABRAMS, 
124 L St. N.E. Wash. 2, D. D. 


INDUSTRIAL MAILING LIST ON 
SPEED-AU-MAT PLATES 

50,000 plates, all coded and notched to iden- 
tify industry. Nati I list intained on regu- 
lar monthly schedule covers diversified indus- 
tries such as Mining, Food Manufacturing, 
Chemical and Drug, and many others. Original 
cost over $4500. Will sacrifice for $1000. 


INDUSTRIAL MACHINERY NEWS 
16142 Wyoming Ave. Detroit 21, Mich. 
Phone: Diamond 1-2658 


Model 201 Scriptomatic Addressing Machine, 
complete plus stacker for Samas Underwood, 
IBM or Remington Rand Cards first class run- 
ning condition. 
New York Tuberculosis and Health Association 
386 Fourth Avenue 
New York 16, New York 


Davidson Folding Machine, Ser. 75332, Model 
#133, mtr. specs. 110/60/1: Coxhead Vari- 
typer, Mach. No. 502037 A-20-R. Both units 
used 100 hrs. Ace Proc. Co. 6823 S. Kenwood 
—Chgo. Museum 4-3380. 
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LISTINGS ONE LINE PER ISSUE, $18.00 
PER YEAR. UNDER SPECIAL HEADINGS, 
$24.00 PER YEAR. 


ADORESSING 


Address-O-Rite Stencil & Mach. Co., Inc.....64 W. 23 st, x. ¥.C. 10 (OR 5-3240) 
Creative Mailing Service, Inc.. 460 N. —, Freeport. N. Y. (FR 9-2431) 
Merit Mailers..... ‘bisrting. Street, East Orange, N. J. (OR 23-3900) 


ADDRESSING MACHINES 


Approved Business Machines Co.,.19 Hudson S8t., New York 18, N. Y. (CA 6-6233) 
ott Addr. Machine Co.... Cambridge 39, Mass. (TR 6-2028, 
Mailers’ Equipment Co Ww. th N. ¥. 11, N. ¥. in 38-3442) 


ADDRESSING PLATES AND EQUIPMENT 
The Pengad Companies . Pengad Building, Bayonne, New Jersey (HE 6-5625, 


ADORESSING — TRADE 
Flushing, New York (i! 5 
91-71 Llith St., Richmond Hill 18, N. ¥. (VI 6-5322) 


AOVERTISING ART 
Idea Art OT Fifth Avenue, New York 16, New York (MU 6.7270) 
Multi Ad Services eben 100 Walnut Street, Peoria, lilinots 
Harry Volk Jr. Art Studio, 1401 N. Main St., Pleasantville, N. J. (PL 4620) 


ADVERTISING BOOK MATCHES 
3433-43 48th Chi. 32, Ill. (VI 7 2244) 


ADVERTISING SPECIALTIES 
Jerry Advertising Specialties 
Cleveland Ave., Canton 3, Ohio (GL 6-4541) 
ANALYSIS “wy LIST SELECTION, “RESULT EVALUATION 
Troy M & D. Rodiun, 1832 M St., } Wash. 6, D.C. (RE 71-3433) 


AUTOMATIC MACHINE-ADDRESSING SERVICE 


Ghestotee Letter Writing Co., Inc., 101 Wilder Bidg., Charlotte, N. C. (FR 6-3550 
Merit Mailers .26 Sterling Street, East Orange, N. J. (OR 2-3900) 


AUTOMATIC TYPEWRITING 
Carlson Automatic Typewriting Service .3744 N. Clark St., Chicago 13, Ill. (EA 17-5406) 
Commercial Mailings 2330 Kast 37th Street, Los Angeles, Calif. (LU 9%-2442) 
LD & A Automatic Mailings 118 North Fourth Street, Milwaukee 3, Wisconsin 


BOOKS 
Art & Teh. of Photo Eng. Moran Eng. Co. 1 (MU 98-8585) 
Keview Associates ‘Battle Creek, Michigan 
Direct Mail ..224 Tth, Garden City, N. ¥ 
That Climb Trees ..... A 
To Get The Right Start in Direct ene 
To Think About Direct il 
Te Think About Letters 
To Think About Readership of Direct Mail 
Direct Mail Solves Management Problems 
To Think About Showmanship in Direct Mail .. 
To Think About Mall Order 
To Think About Production and Mailing 
To Think About Industrial Direct Mail 


BUSINESS FORMS 
Aliwood P. O., Clinton, New Jersey 


CATALOG PLANNING 
Catalog Planning Co. ............101 W. 56th St., N. Y. 19, N. Y¥. (PL 17-1967) 


CHRISTMAS STATIONERY 
..2025 South Cooper Street, Arlington, Texas (CR 5-2207) 


Addressing Unlimited 
Belmar Typing Service 


Match Corp. of America 


Alfred Allen Watts Company, 


The Newbern Company 


COPYWRITERS (Free Lance) 
Glenn L. Anderson 14235 peegeete Bivd., Van Nuys, Calif. (ST 8-2433) 
Leo Bott Jr 64 B. Jackson Bivd., Chi. 4, I. (HA 17-9187) 
Tom A. Foley - 2222 Olive Street, St. Louls, Mo. (CI 1-2915) 
Orville E. Reed : 106 N. State St., Howell, Mich. (Tel: 65) 
Sig Rosenblum 107 West 74th Street, New York 23, N.Y. (SU 717-2821) 


DIRECT MAIL AGENCIES 
Madison Ave., N. ¥. C. 22, 1- sets) 
American Mail Advertising, Ine... ..610 Newbury Street, Boston Mass 
Homer J. Huckley 108 'N. State St, Chi. 
The Buckley Organization National 
Chase Direct Mail Service Corp... . 
Dickie- Raymond, Ine. 470 Atlantic Ave... 
Diekie- Raymond, Inc. 225 Park Ave., 
Direct Advertising Associates. . 21 Kast 40th Street, New York 1, 
Direct Mat! Services 17 
Duffy & Asso In St, Milwaukee 2, 
General Office Service, 527 6 St.. N. W., Washington 1, D. 
Harrison Service Inc owl 5 . New York 22. N. P 
Hickey-Murphy Div. of James Gray. Inc. 216 E. 45th St., N. ¥. C. 17 (MU 2-9000) 
Cory 200 Hudson Street, New York, N. Y Wo 4-TT 
171 Newourry Street, Boston 16, 
26 Sterling Street, East Orange, N. (OR 2 
.431 Howard St Detroit 31, ities wo 
Central Park W., N. Y. 23, N. 
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LETTER GADGETS 


45 W. 45th St., N. 36, N. ¥. (JU 2-2186) 
Robert Straub & Co........... 542 South Dearborn 8t., Chicago 5, Ill. (WA 2-1881) 
LETTERHEADS 
Brunner, Inc., Printers-Lithographers, 1010 Jefferson Ave., Memphis, Tenn. (BR 2355) 
Marshall Press, Inc..........812 Greenwich Street, New York 14, N. ¥. (MU 5-3874) 
LETTERS 
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LIST FULFILLMENT SERVICE 
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Appleton Coated Paper Co. 1250 N. Meade St., Appleton, Wis. (41454) 
Dalton, Mass. 


Byron Weston Company 

Curtis Paper Company... ° 

Eastern 

spacer Paper, Limited » 
Cc. Hamilton _Sons Pa. (LV 38-3160) 

Pa. (Tel. -7101) 


Howard Paper Mills, Hulman Bidg., Day Ohio 
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The gist of conversation about this and that 
with visitors to the Editor of The Reporter 


AFTER THE HOLIDAY SEASON is over and things 
are settled down to nearly normal . . . we enjoy making 
a final analysis of the hundreds of Christmas messages 
received. Maybe you'd like to know the results in per- 
centages. Only 10 per cent of the cards had a religious 
theme; 30 per cent featured Christmas decorations, such 
as trees, holly, candles or Santa Claus; 36 per cent were 
what might be called “arty” . . . good-looking but with 
little relation to the actual celebration; 24 per cent of 
our friends labored with imagination, scissors, etc., to 
produce home-tailored messages ranging from elaborate 
die-cuts, family pictures to simple processed or hand- 
written messages. In other words, 76 per cent of the 
messages received were store bought; 24 per cent orig- 
inals. A further breakdown of four classes listed above 
shows that only 5 per cent used letters. But 28 per cent 
of the senders took time to write short or long notes 
about their families or activities. These we love . . . even 
though most of them require answers we hope to find 
time to send. There was one unusual increase this year 
which had us puzzled . . . 14 per cent of the purchased 
cards were flocked. That is, cards after printing are run 
through press again with a gum adhesive design instead 
of ink, then sprinkled with bits of colored tinsel. If we 
remember rightly . . . a number of years ago the manu- 
facturers of greeting cards and officials of the Post Office 
came to a gentleman’s agreement that these cards be 
discontinued. Reason: the tinsel crystals are jarred loose 
in the mail and sift out of envelopes, tending to clog 
the canceling machines in post offices. Someone must 
have let down the bars . . . or the previous agreement 
(made during Nelson Wentzel’s period as Chief of Classi- 
fication) has been forgotten. Lord knows the Post Office 
is in enough trouble and we shouldn't do anything to 
slow up the work. 

This past holiday season exceeded all previous mail 
volume. We had no complaint about our local post of- 
fice. The clerks and carriers beat their brains out trying 
to dig out from under with four or five deliveries a day. 
But some surrounding small offices were hopeless. One 
we know of was more than a week behind with new in- 
coming mail piled on top of old, with no way of taking 
first come first. Part of the trouble is that smaller offices 
receive far more incoming than outgoing. Their help 
quota is based on local cash receipts and not on incoming 
mail. So naturally they are snowed under. Post Office 
needs new accounting system to relieve the small offices 
of emergency pressure. 

Many complaints reached us from mail order oper- 
ators. During December. even airmail and special de- 
livery orders were terribly delaved. Orders for Christmas 
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presents mailed late in November or early December 
were not received by some mail order houses until day 
before Christmas or following. Caused havoc in the 
complaint-answering departments. Worst delay to hit us 
. .. Paul Bringe sent us a box of cheese, German meats 
and bread. Mailed December 10 from Milwaukee; de- 
livered January 3 in no condition to be appetizing. Many 
had similar experiences. 

Getting back to Christmas messages for a moment. 
Don’t like to play favorites . . . but five stood out and 
caused considerable conversation on the front porch. 
Leon Bamberger (formerly with RKO) had the most 
clever idea. Sent all his friends a folded, stiff Bristol 
filing folder in which recipients could file all messages 
received. Striking. Bob Cramer of Ozark Fisheries upset 
the local post office personnel. We happened to stop in 
the day before Christmas to wish Postmaster Dicus holi- 
day cheer. He immediately rushed out to special delivery 
section to catch a small parcel just received and shown 
to him. Clerks had been worried whether it was mailable. 
We opened it in Lester Dicus’ office . . . and there at- 
tached to greeting card from Bob was a plastic bag 
containing (in small quantity of chemically treated 
water) two lively goldfish. Folks in the post office were 
amazed . . . but such mailings have been approved. The 
“Glitter Twins” are doing fine in the patio fish pool. 
The most stimulating message came from Bill Clawson. 
ad director of Harris-Intertype. A three-wing, french fold 
affair used the lines of the song, (1) “If everyone lit just 
one little candle . . . (2) What a bright world this would 
be . . . (3) At twelve o’clock on Christmas eve we are 
going to light one little candle and pray for peace on 
earth and good will to all men. Will you join us? The 
Clawsons.” Tucked into a die-cut slot was a small red 
candle. And, of course, the most hilarious message of 
all came from the Finkenbinders, who moved January | 
from Danuser Machine in Fulton, Mo., to Ramsey Ad- 
vertising in St. Louis. A four-page, hand-lettered annual 
family report liberally illustrated with Finkie’s screwball 
cartoons. There was one other letter which was outstand- 
ing .. . but I want to quote it in full, so see item on 
page 38, titled “Wonderful Idea.” It’s a lot of fun to 
take a day off in the new year to go through all the mail 
received during the holiday season. Now we'll have to 
get to work and answer that 28 per cent of personal notes. 


LAST MONTH we reported how the Secret Service had 
clamped down on The Reporter for that article in 
October 1957 issue describing the Union Bag-Carnp prize- 
winning campaign. Treasury sleuths claimed we violated 
the law by allowing postage stamps to show in illustra- 
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tions, even though they were all taken at distorted angles 
which would prevent any possibility of reuse for counter- 
feiting. For information of Secret Service . . . we refer 
them to December 1957 issue of Postal Service News. 
The Post Office itself violates this antiquated regulation 
or interpretation of the law. On pages 4 and 13 there 
are illustrations of mailing pieces with the stamps clearly 
shown . . . just about the same way as in The Reporter 
article. Also, the Post Office sent out a press release about 
how PMG Summerfield used four-cent stamps on his 
Christmas cards . . . and photographers took pictures of 
a pretty secretary in the P. O. Department holding the 
stamped mailing envelopes. Don’t know how many news- 
papers used it, but story and two-column photo appeared 
in The Washington Post of December 20. Seems like it’s 
about time to get the laws straightened out. Reproduction 
of stamps on mailing pieces shouldn’t be considered as 
akin to counterfeiting . . . when purpose is purely clear 
reporting. 


WATCH YOUR LIST! Received a horrible specimen 
from one of our friends. A large mailer (member of 
DMAA too) sent an “important” marked piece to our 
friend’s wife, asking her to keep the letter confidential. 
Just happens that the friend’s wife died in 1949. 


MAX SACKHEIM showed us one of the most unusual 
goodwill promotion stunts we've seen in a long time. On 
his birthday (past sixty) he received from Jerry Finkel- 
stein, president of Tex McCrary, Inc., 122 E. 42nd St., 
New York 17, N. Y., a 444” x 11” strip on which was 
printed this short message after a filled-in date: “The 
day you came of age. . . on your twenty-first birthday, 
this is how the world looked to the editors of a great 
newspaper which has covered leaders from Lincoln to 
Eisenhower. As we continue to deal with the front page 
in the year to come, we wish you a happy new year— 
filled with headlines of peace on every front page.” At- 
tached to strip was a photostat of the front page of the 
New York Tribune dated the day Max reached 21. 
Understand this is standard procedure directed to adver- 
tising agency executives. Makes a powerful impression. 
Something like Harry Porter’s old stunt of finding out 
people’s birth dates and later on sending a silver dollar 
minted in that year. Harry sometimes ran into trouble 
because in certain years no dollar coins were minted. 
Then he had to substitute wedding dates or something 
else appropriate. 


WHAT'S AHEAD is hard to predict. Most of the con- 
versation around here leans to the opinion that the 
hysterical politicians and equally hysterical newscasters, 
columnists, ete., could possibly talk us into a word-made 
depression. A lot of the calamity howlers are acting like 
a bunch of frightened school kids, which is possibly too 
derogatory of school kids. I remember Washington dur- 
ing war days. Only time anyone could get much work 
done was when Congress was adjourned. Soon as it came 
back there were hearings to get ready for and go 
through. Newspapers carried alarmed reports of budgets 
to be cut or service discontinued. Hell broke out. Pro- 
grams were disrupted. Then, as Congress neared ad- 
journment things settled back into place. Think we all 
ought to keep our shirts on and remember that much of 
the present hysteria is . . . political shenanigans. Stir up 
fear . . . get more money to spend. Stir up danger . . . 
avoid decreasing taxes. Some of the politicians, and what 
are known lightly as statesmen, sound like we are ac- 
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tually at war with Russia. Russia is blamed for every- 
thing. Some of us frontporchers are inclined to agree 
with the small minority who think we should be more 
concerned with the greatness of America . . . be more 
concerned with selling peace and security for all. There 
couldn’t be a serious depression if we would shut up 
and stop talking ourselves into one. There’s so much to 
be proud of and thankful about. 

Maybe we've all grown too soft. I wrote on that sub- 
ject back in 1940, when I printed “A Letter to Three 
Sons.” How many of you remember it? The cycle is 
coming around again. We don’t walk any more; we don't 
chop wood; we don’t have to hunt for our food. We'll 
find any excuse to get out of working or thinking. In- 
stead of talking depression . . . it might be a good idea 
for all of us to get down to brass tacks and — work. 
Forget the short hours, the four-day week and what not. 
Work. Work never really killed anyone. 


IT’S DIFFICULT TO THINK about the postal rate 
situation along with all the hullabaloo about missiles, 
sputniks and who is to blame for what. Summerfield is 
now asking for 5c postage on first class. It might happen 
that all the good work of the past few years will go down 
the drain in the hysteria to build more powerful weapons 
to fight wars no one wants. Instead of fixing the hoped- 
for postal policy (separating public services from com- 
mercial), the Congress may be stampeded into most any 
scheme to balance a top-heavy budget. We'll be asked to 
keep quiet as our patriotic duty. But if you feel dif- 
ferently . . . get behind Harry Maginnis of ATCML, 
Bob Johnson of DMAA and Horace Nahm of First Class 
Mail Assn. They have the facts which you can help 
pass along to your Representatives. 


DURING THESE TIMES of uncertainty and with 
people not knowing what to believe . . . we should all 
re-examine our selling methods. So | urge you to read 
most carefully Bus Reed’s dpartment in this issue of The 
Reporter (page 40). We've been talking about it on 
the front porch. We've also been yammering on the 
point for a number of years, but Bus has said it better. 
People are still people . . . but “they” have changed in 
recent years. They know more . . . all over the world. 
You cannot fool as many of them as you once could. 
Deceptive advertising can be spotted more quickly than 
ever before. Earle Buckley recently reported on a survey 
conducted by students of a well-known school. In 1956 
. . . people were asked, “Do you believe most advertising 
is truthful?” 65 per cent said yes. During 1957, when 
the same question was asked, only 48 per cent replied 
yes ... a drop of a frightening 17 per cent. So as an 
antidote to hysteria and a talked-into depression . . . see 
what you can do in your own field to reverse that attitude 
toward advertising and selling, especially in direct mail. 


Good luck always, 


3 Bluff View Drive 
Clearwater, Florida 
Telephone: 3-7970 


THE REPORTER OF DIRECT MAIL ADVERTISING 
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Month after month in America’s leading business and 


management magazines, your customers are being told 


This campaign will help you gain prestige for the work you 
do on Hamilton Bond. Advertisements appear regularly all 
year long in Time, Business Week, and U.S. News and 
World Report. 


During the year, over 21 million individual copies of 
these magazines will carry Hamilton Bond advertisements. 
The copy always emphasizes the top quality of Hamilton 
Bond, its genuine watermark, its smooth and even surface, 
its strength and durability. 
BUSINESS PAPERS... TEXT & COVER... OFFSET... BOOK 


This year more than ever, you will win satisfied customers yo milton Paper Company, Miquon, Pa. * Mills at Miquon, Pa., 
by standardizing on Hamilton Bond! and Plainwell, Mich. * Offices in New York, Chicago, Los Angeles 
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21 MILLION INDIVIDUAL COPIES of these magazines will carry Hamilton ads during 1958 idle 


Choose Your Coverage —— and Reach the 
Homes You Want to Reach with OMLA's high deliver- 
ability lists. 98 per cent in the mail box! 


Let us assist you in planning and executing your Spring 
coupon, catalog or circular campaign. 


Matling Lists of Tue. 


Division of W. A. Storing Co. 
OCCUPANT LIST COMPILERS — MAILERS 


S. L. (Les) Cullman, Pres. 239 N. Fourth St. 
W. A. (Will) Storing, Treas. Columbus, Ohio 
CApital 4-8893 
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